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Famous Chimney Sweep Solves Heating Problems ey HELPS KEEP sunnens 
Clean and Trouble Free! 
CHIMNEY 
RAPID-ACTION LIQUID FIREPLACE i 


DEPENDABLE POWDER 





ASO SERIES COUNTER DISPLAY 
measures just 27” high, 27” 
wide ... promotes over 1] dif- 
ferent items. Sturdy metal con- 
struction. Stands on counter, 
hangs on pegboard, or swings 
out from wall. 


A30 SERIES FLOOR DISPLAY 
shows off practically every paint 
sundry you sell, but uses only 
22” x 23” of floor space and is 
54” high. Big 2-sided pegboard, 
generous bottom shelf. Sturdy 
metal construction. 
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World’s Largest Manufacturer of 
Painters’ and Glaziers’ Tools — Since 1872 


Red Devil Tools. 


UNION, N. J, U. s. A. 


YOU MAKES Total retail value of FREE tools . 


YOU MAKE: On the tools you buy . 


My Regular Jobber Is 


@® Rad David PUATERS ANB GLAZITES 1901S 


Zoom your stles g paamte 
tools. It’s easy t ay: 


YOU BUWY: One Red Bvil D FlooF Merchan- 


diser Assortmem (Cost to you — 
$90.82) 


OR .. « One Red Devil A50 Counter Merchan- 
diser Assortment (Cost to you — 
$49.74) 

YOU GET FREE: 
WITH THE A3O — the display stand 
ALSO, six Red Devil WTI Window 
Tools, retail value 


AND, six Red Devil UK55 Utility 

Knives, retail value. ......... 6.00 
$13.14 
60.80 
. $73.94 


$ 7.14 


On the tools you buy . 
A total of . 


$73.94 profit on your inv echnent ” $90 82 
is BETTER THAN 80% MARK-UP! 


YOU GET FREE: 
WITH THE A50 — the display stand 


ALSO, twelve 9A Red Devil a 
Holders, retail value .........$ 7.80 
33.24 
A total of . a ; . $41.04 
$41.04 profit on your bevesieent of $49 74 


is BETTER THAN 80% MARK-UP! 


In either display series, you have your choice of 8 differ- 
ent assortments of our fastest-moving merchandise. And 
remember—the free merchandise also consists of high- 
turnover, impulse-sale items that build volume and profit. 

This is a real bargain. Each display assortment is a 
complete, compact, self-contained ‘“‘Painters’ Tool De- 
partment,” and you can choose the one that best suits 
your trade. 

When you display everything together, every sale moves 
additional items. You save space, and inventory is made 
easier. Turnover increases and the extra profits are 
whopping big! 

This promotion ru Nov 

M 11] the c Upo?n I 


Red Devil Tools. dept. HA-8, Union, N. J., U.S.A. 


I want to make over 80% mark-up. Please send me detailed cata- 
log pages on the “INCREASE-YOUR-PROFIT” drive. 


Name 





Store Name 
Address 
City 




















40,000,000 PUPILS WILL GO TO SCHOOL THIS SEPTEMBER...TAKE ADVANTAGE OF 


YALES 


BACK-T0-SCHOOL 
PROMOTION ON 
COMBINATION 
PADLOCKS 


Yale combination locks at special 
back-to-school prices. Both 515 
and 516 combination padlocks 
offer the security of three- 
tumbler dialing and 10,000 
possible combinations. 515 is a 
plain dial lock. 516 has the 
added feature of key control 
which permits emergency or 
periodic opening without time- 
wasting con- | 
sultation of 

records. Both 

locks are ideal 

for school or 

other institu- 

tional use 

where locker 

security is re- 515 


. witTHOUT 
quired. ' CONTROL KEY 


YALE & TOWNE 


YALE-REG. U.S. PAT. OFF. 
Contact your jobber or write: 
The Yale & Towne Manufacturing Co. 
Lock & Hardware Division 


White Piains, N.Y. 
Want more facts? Circle 101, p. 69 
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Swan gives you two more ways to 
make extra profit (without half trying) 


WINDOWS 


ee 
ae 


DOORS 


1. SWANSEAL WEATHER STRIP 


in compact counter unit. Holds 16 packages—builds 
impulse sales! Swanseal goes up in minutes, seals 
out cold and keeps in heat. Won’t shrink, crack, 
fade; can be painted any color. One 18-foot package 
is enough for average door or window; complete 
with rustproof nails. Available in grey or white. 
Retails at 98c. 





GARAGE DOORS 


2. SWAN INSULSEAL GARAGE DOOR 


WEATHERSTRIP. Designed for overhead doors 
to seal out snow, rain, dirt, insects. Tough, durable 
rubber resists grease and oil—won’t shrink or crack 
in any weather. Easy to install. Packaged in 9 and 
16-foot lengths with nails—$2.75 and $5.25 retail. 
Order now from your Swan jobber! 


You can trust the products ...made by SWAN es 


SWAN RUBBER COMPANY +» BUCYRUS, OHIO 


Want more facts? Circle 102, p. 69 


4 ¢© HARDWARE ACE, August 25, 1960 





Contents 


AUGUST 25, 1960 


HARDWARE AGE 


THE HARDWARE DEALERS' MAGAZINE 
Publication Office: Chestnut & 56th Sts., Philadelphia 39, Pa. 


Established 1855 * Published every other Thursday * Volume 186, No. 4 


BUYING CHECK LIST 52 NEWS 


Keep up to date on new hardware Washington News 10 

items and sales aids with this report. IRS will visit you. Dealers may get 

help in shopping centers. Farm legis- 

EDITORIALS lation shelved. Import tariff hassle 


growing. 
But you're not Sears... 


Hardware Business Outlook 12 
A willingness to try oes Federal aids to economy. Madden Bill: 
New hope for dealers. Construction is 


FEATURE ARTICLES mixed. A preview of Fall in toy shtip- 
ments. 


Roadside stores: a study 37 


Here is the case for outlying stores Merchandising Newsletter 14 
from a successful dealer’s point of Credit lags behind income. Better 
view. sales seen in electric blankets. Closed- 


door discounters grow. J. C. Penney 
How about sales meetings? 42 banks on centers. 


Are meetings wasteful or useful? 
News of the Trade 106 


Don't modernize half-way 44 Builders Hardware Convention pre- 
Credit can be overhauled too. view. FOK’s Anderson retires. Mitch- 
ell-Powers honors old-timers. Offer 


How to revive lost sales 46 made for Huey & Philp. 

Ils your market changing? 48 DEPARTMENTS 

A dealer's letter to critics 49 Convention Calendar 91 
How to boost display area 5 | How's the Hardware Business 92 
You can hypo paint sales 74 
How highway signs sell 78 


CLASSIFIED ADVERTISING 114 
ADVERTISERS’ INDEX 116 


If you are pondering a shopping center move or expan- 


Coming fegture sion, you'll find dollar-saving tips on how to plan and 


avoid mistakes, written by a dealer who found you have 
to experience this move to know enough about it. 


Copyright 1960, Chilton Company, Officers and directors: G. C. BUZBY. president. Vice presidents P. M. FAHRENDORF. LEONARD V. ROWLANDS 
GEORGE JT. HOOK, ROBERT E. McKENNA;: Treasurer, WILLIAM H. VALLAR: MAURICE E. COX. FRANK P. TIGHE, EVERIT B. TERHUNE. JR. RUSSELL 
W. CASE,,JR., CHARLES A. S. HEINLE, JOHN H. KOFRON, GEORGE E. CAMERON. Comptroller, STANLEY APPLEBY. SUBSCRIPTION PRICES: United States 
and its possessions $1.00 per year. CANADA: $3.00 per year. All other countries $8.00 per year. Sinale copies 25 cents. HARDWARE AGE was established 
in 1855 succeeding and embodying “‘Hardware,"' New York: "Stove and Hardware Reporter,'’ St. Louis: "Western Hardware Journal," Omaha: "Iron Aae 


Hardware," New York; Hardware. Reporter,’ St. Louis; “Hardware Salesman." Chicago; ‘Hardware Declers Magazine,"" New York: ‘Good Hardware "’ 
New York, and ‘Your Business,"' Philadelphia. 


HARDWARE AGE published every other Thursday by Chilton Company, Chestnut and 5éth Sts., Philadelphia 39, Pa. Second class postage paid at Phila- 
delphia, Pa. (Printed in U. S. A.) $1.00 per year. Single copies 25¢ each. Vol. 186, No. 4. 


HARDWARE ACE, August 25, 1960 @ 5 





(; AMERICAN 
ASSORTMENT NO. 38 ye CHAIN 


7 types and sizes of 
welded and weialess chain 


your cost $9180 
your prorit $10745 , 


\, 0a f 0 


ASSORTMENT NO. 46 


4 popular sizes of 
proof coll chain 


your cost $878° 
your Prorir $507° 





By Popular Demand-a 
ACCO Proof Coil Chain Salesmaker 


e You asked for it, now here it is—the new Acco 
Proof Coil Chain Salesmaker. The perfect companion 
to the popular Welded and Weldless Chain Sales- 
maker, this new rack display lets you round out floor 
stock with the four sizes of proof coil chain that your 
customers most frequently ask for. Side by side, both 
self-service units consume less than 5 square feet of 
floor space. But best of all, they put chain out where 
customers can see it...feel it...and buy it! 


And when they buy it, you make money! Take the 
new Proof Coil Chain Salesmaker. You pay just 


ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 
distributor for complete infor- 
mation about these items or write 
York, Pa., office for free litera- 
ture DH-377 and DH-79 


AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 
Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 


*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*indicates Warehouse Stocks 


$87.80 for four reels of chain (sizes—%%, 14, 4%, 3%) 
and get the display rack FREE! Sold at suggested re- 
tail prices, your investment produces a $50.70 profit. 
You have three different assortments to choose from 
—(No. 46) Self-colored chain, (No. 46A) Extra-Bright 
Zinc-plated, (No. 468) Hot Galvanized finish. 

Put new life into your chain sales by ordering an 
acco Proof Coil Chain Salesmaker from your Acco 
distributor now. And if you don’t already have an 
AccO Welded and Weldless Chain Salesmaker, order 
one at the same time. 


co 


Want more facts? Circle 103, p. 69 
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Editorial 


by W. A. Phair 


But, you're not Sears . 


There is always a strong temptation in business to imitate successful 
competitors. The reasoning seems to be, “If it works for him, it 
should work for me.” However, it doesn’t always end up this way. 


This inclination to imitate competitors is especially noticeable among 
retail stores, where you find the habit of looking to Sears, and other 
such firms, as a source of guidance in merchandising methods. The 
idea seems to be that since these chains are successful, the way to 
beat them is to imitate them. 


Sears is certainly a successful, profitable operation. The firm is 
run by capable, well trained men. It has been the source of many 
innovations in retailing. I have great respect for this company. But, 
Sears is Sears, and I don’t think that the independent merchant is 
going to find the answers to all his problems in doing what Sears does. 


In fact, I think there may be danger in trying to imitate Sears too 
much. After all, you are not Sears. Your whole approach to merchan- 
dising is different; so are your facilities, your interests, your goals. 
If you try to duplicate Sears too closely, you run the risk of destroying 
the difference between Sears and your store—the difference that cause 
customers to buy in your store. 


There is some real good sense in the expression, “It’s the difference 
that counts.” And it is in this difference, that you, an independent 
merchant, can best compete with Sears. 


Obviously, there are some fields in which we can all profit from 
Sears’ experience. But let’s be sure we don’t go too far. Let’s take, 
as an example, the Sears policy of carrying only a short line in hard- 
ware. They carry only fastest moving items, and keep these under 
strict stock control. This gives them a nice high turnover rate, but it 
also means that Sears is not the place to go if you want variety. 


Now, this small inventory, and correspondingly small selection, may 
be all right for Sears. But it doesn’t mean that it is right for hard- 
ware stores. As the hardware trade moves more deeply into inventory 
control, let’s not try to imitate Sears by being short-lived. Remember, 
you’re not Sears. 


There are not very many hardware stores that can duplicate the 
promotion and merchandising that Sears does. But, on the other hand, 
you have some consumer attractions that Sears can’t duplicate. One 
of these attractions is a wider selection of models, colors, and sizes. 
You also have the advantage of local management, and interested, per- 
sonal service. You also have a local reputation that means much to 
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Editorial 


continued 


consumers when buying certain types of merchandise. These differ- 
ences are important and should be exploited. 


It seems to me that a wise course is to keep an eye on Sears, but to 
be careful not to imitate them too much. Instead, ask yourself, what 
are the things I can offer, that Sears can’t? Then focus on these dif- 
ferences in your promotion and in your store management. In short, 
give your customers a reason for shopping in your store. 


A willingness to try... 


Those of you old enough to remember when Sears opened their first 
retail outlets, will agree that many changes have taken place in these 
stores. And these changes continue. Sears is apparently not afraid 
of innovations, of trying new ideas. 


Of all the characteristics that can be attributed to this mail order 
chain, I think the one most worthy of studying is this willingness to 
try new ideas. 


On the other hand, when you look at the retail hardware trade as 
a unit, you get the feeling that the one characteristic that causes hard- 
ware merchants most difficulty, is a disinclination to try new ways. 


Too many hardware store owners are still married to yesterday’s 
traditions. They are perfectly willing to accept changes in their life 
away from the store, but are reluctant to adapt their stores to these 
changes. 


You can see a reflection of this habit in the general attitude toward 
credit selling. No one can reasonably question the importance of credit 
in today’s merchandising. Yet, we find quite a few dealers who are 
still unwilling to go into credit selling. Inevitably, they will sell on 
credit if they want to stay in business. But, will they last that long? 


No dealer can hope to survive in this changing world, unless he 
adapts himself and his store to these changes. His customers are 
changing in many ways; he must meet these changes. 


None of us has a monopoly on a market. Whatever business we get, 
we get through performing a service, a service that is needed and has 
value. The types of services that are wanted are always changing, and 
the services we offer must also change. You cannot resist this move- 
ment, if you want to stay in business. 


Fortunately, there is a core of alert, aggressive hardwaremen who 
understand this problem and are successfully meeting these new de- 
mands. These are the stores that will continue in business for many, 
many years. 


There are many stores that will disappear from the scene in the 
future who could have remained active and prosperous, if they had 
only learned the importance of being willing to try new ideas. 
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i@ UNITS 
FLUSH PULLS 


No guessing whats inside 
with Zonal hardware 


You don’t have to open a shelf full of 
boxes to find a particular item, when 
you sell National hardware. National’s 
bright blue Picto-Graphic cartons and 
Visual Pacs tell your clerks and cus- 
tomers exactly what’s inside— what 
item, what size, what finish. This is 
one more reason why the swing is to 
National hardware. Decimal pack- 
aged, too, for easier inventory control. 


Write for free catalog. 





¥ 7. a 
* ® 


* 


. ea . NATIONAL MANUFACTURING CO. 


* 


* * 30008 First Ave. Sterling, Illinois 


Want more facts? Circle 104, p. 69 
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WASHINGTON 


alt 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Hassle on import tariffs... 


The administration feels it has the power to alter recommendations 
of the U. S. Tariff Commission in setting rates which affect retail 
prices on imports. If this is true, it means that Tariff Commission 
investigations and hearings with domestic businessmen may be a 
waste of time. Duty rates on imports could be set contrary to the 
needs of domestic business. The U. S. Court of Customs and Patent 
Appeals has ruled the President does not have this power. The ad- 
ministration will ask the Supreme Court to reverse the ruling, 
which involved duties on foreign bicycles. 


Farm bills set aside ... 


The prospect of any pro-farm legislation this year grew gloomy as 
Congress moved deeper into its post-convention session. Farm bills 
are being sidetracked in both houses by more controversial issues. 
Chairman Harold D. Cooley (D., N. C.) of the House Agriculture 
Committee predicts that Congress will not attempt to pass stop-gap 
measures aimed at raising farm income in this session. Some minor 
bills dealing with crop surpluses may be supported. 


IRS will visit you... 


Sometime in the next few years your hardware store will be checked 
by a U. S. tax agent. Internal Revenue Service agents, in a nation- 
wide door-to-door canvass of all small businesses, will be checking 
your tax records to make sure you are paying all your taxes. Tax 
officials deny they are looking for cases of deliberate evasion. They 
point out that many small businessmen do not really know what 
taxes they must pay. They will be checking on income taxes, em- 


ployers’ social security payments, employee withholding taxes and 
excise taxes. 


Shopping center insurance .. . 


The Senate Small Business Committee promises a helping hand to 
hardware dealers who have trouble getting and keeping space in 
shopping centers. Legislation will be introduced next year which 
will authorize the government to make guarantees to insurance 
companies which provide lease insurance for small firms trying to 
get space in shopping centers. The plan will allow small firms to buy 
a surety bond. This bond will protect shopping center landlords 
against risks of long term leases to these stores. 
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SPECIAL vacaron ss 
+POPULA 
MECHANK 


‘OPULAR 
CIENCE 


Practica Builder | 


Over 105 million sales calls 


on homeowners and craftsmen in the next 12 months 


Only Lufkin offers this much ad support. 
During the next year, your neighbors will see 
an average of one Lufkin ad a month in Look 
or the Post. They’ll see Lufkin in Popular 
Science and Popular Mechanics. Craftsmen will 
see Lufkin in Carpenter and Practical Builder. 


WHY STOCK TWO 
WHEN ONE WILL DO-/F IT'S... 


It’s the most extensive pre-selling campaign in 
the measuring-tool field ... tie in with it by 
displaying Lufkin measuring tools prominently. 
Use Lufkin in-store display helps . . . and be 
sure you’re stocked with Lufkin merchandise. 
It’s the name customers will be looking for. 


UFKIN 


SAGINAW, MICHIGAN 


Want more facts? Circle 105, p. 69 
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HARDWARE BUSINESS 


OUTOOK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Easier money this fall? . . . 


Prospects of an easier money situation this fall seem fairly good 
now. Business’ leveling off has disturbed Washington and the 
belief is that easier credit will give business a boost. This need 
was recognized in recent action of Federal Reserve Board in low- 
ering stock margin requirements from 90 to 70 percent. Earlier 
actions in this direction were reduction of discount rate, and some 
open market operations. Unless business shows a good pick up 
after Labor Day, you can expect another reduction in discount 
rate. These actions, plus sidewise movement of most commodity 
prices, underline importance of avoiding excessively heavy buy- 
ing, until general business trends become clearer. 


Hope for stabilized prices .. . 


Fair Trade may be dead, but something just as vital—and with 
teeth in it—is fast building up a head of steam. The Madden 
Quality Stabilization Bill is being actively backed by many of 
the nation’s hard-goods manufacturers, on the theory that heavy 
support from this trade could make the bill a law. Roadblock 
has been getting the bill up for a vote; there seems little doubt 
it would pass when votes are counted. This bill states that manu- 
facturers have the right to protect the good name of products 
and trademarks, right up to the point of final sale. This includes 
maintaining fair prices. Teeth in this bill are the enforcement 
procedures. Also, in being federal in scope, no state may “secede” 
and act contrarily. 


Construction: good, fair, poor? ... 


Through July, construction is running good, fair, or poor, depend- 
ing on which phase of it means bread and butter to you. Total 
construction for the first seven months is good, $30.4 billion 
worth. It’s a mere 2 percent off of last year’s record pace. But a 
breakdown shows much unevenness. Commercial construction is 
even with last year, with some types such as schools spurting 12 
percent ahead. Home building, however, is down 16 percent. Re- 
covery is forecast in this area in the light of more abundant mort- 
gage funds, easier credit this fall. 


A bright Christmas? ... 


If you consider toys a bellwether for the late-fall market, things 
look pretty good. Toy shipments in the first half of 1960 ran 9.3 
percent ahead of 1959. If second half shipments are comparable, 
59’s record sales of $1.6 billion will fall before year’s end. Early 
gains this year emphasize a leveling of demand spread over the 
year. Whereas 85 percent of toys formerly were sold during holi- 
days, the figure now is down to 70 percent and slowly falling. 


... turn to page 92 for more news of How’s the Hardware Business 
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with GREATER QUALITY - PERFORMANCE - DURABILITY 
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Self-Propelled 
REEL 
New Front-Throw 
Trimmer Type 


MODEL P924-HS, 24” Deluxe, 314 H.P., Wind-Up Snap 
Starter, Finger-Tip Height Adjustment ... Available 
with Recoil Starter . . . Also in 20° and 22” Sizes 3 H.P., 
Recoil Starter. 
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MODEL 321-S, 21", 3 H.P., Wind- 
Up Snap Starter with Many NEW 
Pincor" Touch-Go Features. 
Remote Control— 
Standard on above and all 


Rotary Models except electric 








MODEL P5521, 21", Deluxe, 2 H.P., Recoil Starter... 
Also Available in 18” Size. 





\ | Self-Propelled 
ROTARY 





MODEL P622-HS, 22” Deluxe, 3 H.P., Wind-Up 
Snap Starter, Finger-Tip Height Adjustment. 
Available with Recoil Starter and in 19” sizes. 


MODEL P424-S, 24” Deluxe, 3% H.P., Wind-Up 
Snap Starter or with Recoil Starter. Also avail- 
able in 20° and 22”, 3 H.P. with Recoil Starter. 


MODEL P817-E, 17°, 1, H.P., Adjustable 
Cutting Heights. 








@® There’s a new line of PINCORS 
to help you build bigger sales in 
1960. A leader is the all new 21” 


Handle Control; Fast, Simple 
Height Adjustment; New Power 
Drive and Wheel Design. All of 


Front-Throw Reel which trims to 
the very edge of trees, walks and 
fences. A few of its many unique 
features your customers will like 
and buy: 3 H.P. aluminum engine 
with New PINCOR “Wind-up” 
Snap Starter; One Knob, Remote, 


Gasoline Engines 


the other new, 1960 PINCOR 
models, Rotary, Reel and Electric, 
have new advanced features, too. 
You should get the complete details 
on them....and find out why 
“You'll Profit More With Pincor 
In 1960.” 


Write, wire or phone for literature, 
prices and model specifications . . . 
GET STARTED FOR ‘60 PROFITS NOW! 








Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, Ill. - Telephone BErkshire 7-4109 
Want more facts? Circle 106, p. 69 
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MERCHANDISING 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE 


INCOME IS GROWING FASTER THAN PRIVATE DEBT. "That consumers are over- 
bought on credit is a popular misconception," say the nation's 
credit executives. "Growth in spending power, the surplus con- 
Sumers have after taxes and outlays for basic necessities, has far 
outstripped the rise in consumer debt." Studies show that private 
debt has climbed 1.38 times since 1955, while personal income has 
increased 1.9 times in the same period, an impressive 38 percent 
more than indebtedness. Disposable income, that left after taxes, 
also is growing. It gained 6 percent in 1959. 























ELECTRIC BLANKET PRICES DOWN, SALES UP. With fall retail prices starting 
under $20, many more dealers may find it wise to test-sell the 
line. Many firms adding promotional numbers to make blankets a 
major sales item this fall. Heavy promotion also scheduled. Orders 
are running ahead of last year in most markets. Dealers, whole- 
Salers and manufacturers seem agreed that this will be the big 
year for blankets. Sales potential: The vast majority of American 
homes. Under=-$20 prices may turn the trick. 























TO SHOPPING CENTER EXPANSION STAYS STRONG. There's little 
thought of saturation in the minds of planners. Case in point: 
the J. C. Penney Co. Penney's plans to continue locating most 
new units in shopping centers. Of 22 openings last year, 18 were 
in centers. Of 29 planned openings this year, 27 will be in 
centers. Forecast for 1961-62: of 43 leases signed thus far, 4l 
are for shopping center operations. 











YOUR NEWEST COMPETITOR IS GETTING STRONGER. Closed-door discounters, 
featuring card-carrying, restricted memberships, are now operat- 
ing in 28 states. There are 21 such stores in California. 
sales volume of all of these discounters is in the $300 million 
annual range. Average store volume is around $4 million, and 
this average store sells 10 to 20 percent below established list 
prices. Many dealers find this competition severe. And it is 
growing. Housewares, sports, tools, other hardgoods account for 
more than 20 percent of sales. Most CD discounters charge about 
$2 a head dues to join. Many have "government" in their cor- 
porate names although they're not federally sanctioned. 
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CRESCENT SOCKET WRENCHES, 
ATTACHMENTS 
AND SETS 


» CSB18 
ane point 
ockets 7/16 . to 1-1/4 Sstau 


extensions in a heavy gauge, piano-hinged ste« 


“Midget” Set No. CMB16. 1/4” Square Drive. Eight 
6 point and three 8 point sockets 3/16" to 7/16", 
two handles and cross bar and two extensions in a 
sturdy metal case with piano-hinged cover. 


Here’s world-famous Crescent Quality in a mod- 


erately priced line of Socket Wrenches. All popu- HARDWARE DEALERS every- 


lar sizes. Thirteen set combinations: 14”, 3/9”, 1/4” where are increasing their tool 


: ; sales with Crescent Display panels. 
and 3/4,” square drives; 6, 8 and 12 point sockets; Designed for wall, counter, table 


standard and deep types, and a variety of handles, aaa ae ee din ti 
drives and attachments. Precision machined from tures. Ask your jobber for details. 
alloy steel, permitting thinner than average side 

walls with no sacrifice of strength. Chrome-plated 

.-. loaded with utility features. 


Order from your jobber. 


Sign of Mhe Artisan 
Synbol of Excellence 


— 


Crescent is our trade-mark, registered in the United Stotes and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and mode only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
Want more facts? Circle 107, p. 69 
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ROYAL lines FIT together... 
WORK together... 
SELL together... 











WIRE and CABLE Fast-working, flexible Royal 
wire and cable cut job time and trouble. Rubber, 
neoprene, plastic-jacketed portable cords, lamp 
and fixture wires, thermostat cables, and more 

. —all put up in easy to handle, clearly- 
labeled packages. 





WIRING DEVICES Designed for rugged duty 
and fast, simple wiring—a complete line of 
Royal unbreakable PVC caps and connectors, 3 
to 2-wire adapters, range and dryer receptacles, 
switches, wall plates. Longer-lasting, too — just 
can't be beat for stamina and dependability. 








Write for catalogs, giving your wholesaler’s name. UL} 


ROYAL ELECTRIC CORPORATION, PAWTUCKET, R. I. 
Want more facts? Circle 108, p. 69 
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THERE'S POWER BEHIND EVERY 


When you order USA-made Southern Screws from your distributor, you are specifying a 
powerful line of fasteners, with power behind each package you sell. 


First, there’s depth of power in Southern’s huge stock of wire, such as is shown below 
in the small section of one of our wire bins. Our huge “raw materials” supply backs up 
every order you place with your distributor. If his orders can’t be filled immediately from 
a Southern warehouse, or our Statesville factory stock of 1,500,000,000 pieces, this 
wire can be converted to screws overnight if necessary. 


There are many other reasons why Southern is a powerful-good line for you to handle 
.. . Southern is a profitable line because it’s a popular line. Year-’round advertising in 
leading craftsmen’s magazines helps pre-sell Southern Screws by the box instead of 
the half-dozen. Southern’s NRHA-approved label system provides easy, fool-proof identi- 
fication on your shelves with color-keyed EZ to C© labels. And because your customers 
know Southern Screw quality from long experience, there’s plenty of sales-power when 
you display the full line of Southern fasteners. 


Call your distributor now, or reach for your want book—and stock up on the line of quality 
screws with the power behind each package. Specify Southern—for powerful profit! 


Sold Through Leading Wholesale Distributors. Warehouses: New York e Chicago e Dallas 
@ Los Angeles 


Wood Screws a. Stove Bolts a. Machine Screws & Nuts » Tapping Screws . 


Want more facts? Circle 109, p. 69 


PACKAGE 
OF SOUTHERN 
SCREWS 


ep Sout 


SCREW COMPANY 


* STATESvMA e Beate CAlCLInA 


Carriage Bolts * Wood Drive Screws 
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HOME OWNERS SAY: With Handi-gard BUILDING OWNERS SAY: We specify CONTRACTORS AND PAINTERS SAY: 
I can re-surface my own roof at a cost Handi-gard Colored Coatings because We like Handi-gard Colored Coatings 
substantially lower than a re-roofing job. they reduce interior temperatures up to because they can be brushed or sprayed 
15° and give decorative lasting pro- on roofs or sidewalls. The long lasting 
tection. decorative protection gives us satisfied 

customers. 


everybody likes it! sell 


| * 
handi-gard 
COLORED ROOF AND SIDEWALL COATINGS 
POLYMER BASE WITH ALUMINUM PIGMENT* 


DY-Yeolgohi-\ me a kohi-lde)aelohie 


Tatititehictcme late im a-t3-) a2 3; 


Roofs and Sidewalls... 


DECORATES . 6 attractive colors, WHITE 
BLUE, GREY, GREEN, RED AND 
ALUMINUM: add beauty to dingy 
and dull appearing roofs and 
sidewalls. 


- 4 WATERPROOFS : Polymer base insures 
COLORED ROOF pare ar maximum protective qualities over 
ERWALL CORT | the longest possible time 


INSULATES AND PRESERVES Aluminum 
reflects heat rays up to 70), re- 
duces interior temperatures up to 
15 and gives longer life to roofs 
and sidewalls 


*Piamented with ALCOA ALUMINUM 


the GIBSON-HOMANS company EVERYBODY LIKES IT! Sell the full line of 
handi-family of quality products 


2366 Woodhill Road « Cleveland 6, Ohio ; , 
, : / Calking & Glazing Compounds, Roof Cement, 
Factories: Conyers, Ga. * Matawan, N. J, © Richmond, Cal, Aluminum, Colored & Black Roof Coatings, . 


Portland, Oregon ¢ Cleveland, Ohio Foundation & Water Repellent Coatings, 
Aluminum & Black Roof & Metal Paints. 


Want more facts? Circle 110, p. 69 
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handi- family 


see 


HANDI-GARD 
COLORED ALUMINUM 
COATING 

OPENS NEW MARKET 


“Everybody likes our new colored Handi-Gard” 
W. E. Painter, Sales Manager, The Gibson-Homans Co., Cleveland 6, Ohio 


“Our new Handi-Gard Colored Aluminum Coating has been one of 
the most successful of our famous ‘Handi-Family’ line,” states Mr. 
Painter, Gibson-Homans sales manager. “Our jobbers say it has 
opened a new market for paint. Now both industrial users and home- 
owners can decorate roofs and other exterior surfaces.” 

Mr. Painter bears out reports we’ve received from paint manufac- 
turers, dealers and jobbers everywhere. Sales of colored aluminum 
coatings have made paint merchandising history this year. Good coat- 
ings like Handi-Gard are made with ALCOA® Pigments and supported 
by ALcoa’s national advertising program. 

Applications abound: on roofs of asphalt shingle, composition, tar 
paper, slate, tile, metal—on side surfaces of brick, stucco, metal, con- 
crete and cinder block. 


ALCOA ALUMINUM 


é PIGMENTS, PASTES AND POWDERS 


For exciting drama waich “Alcea Presents” every Tuesday, ABC-TV, and “Alcea Theatre” alternate Mondays, NBC-TV 


If you’re not stocking colored aluminum paint, call 
your jobber today and feature it in your store. It’s big 
business. No time to lose. 

ALCOA does not make colored aluminum coatings, 
but we will be happy to refer you to reputable manufac- 
turers who do. Please send the coupon for our booklets. 
They contain valuable information to help you sell. 


Aluminum Company of America 
1744-H Alcoa Building, Pittsburgh 19, Pa. 


Please send your free booklets: 


|] Painting With Aluminum in Color 
|_|] Aluminum Roof Coatings Make Time Stand Still 


Name 
Company 
Address _s—| 


City. _Zone _ State 


Want more facts? Circle 111, p. 69 
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OU LDOORS 


WINCHESTER IS FIRST TO GIVE YOU THE SALES POWER OF 
OUTDOOR ADVERTISING EVERY 40 MILES ACROSS THE COUNTRY 


be ig 


>, - 


i 


POR 








Two Big Hunting Season Months of Full Color Billboards 
Will Blanket 48 States—Send Customers Your Way When 
They’re Already In Their Cars With Money In Their Pockets. 


Winchester-Western is the first to put the enormous 
proven power of nation-wide outdoor advertising to work 
for you where outdoorsmen will best see the sales story. 
All over the United States, billboards will appear on 
major highways at intervals of about 40 miles. 


eae 
es 3 
oo ae 
ass ioc 


SUPER-X 


SUPER SPEED 


<ciu TIME-PROVEN SHOT SHELLS 


For the first time ever, every hunter in the country will be 
reached over and over again with big colorful messages 
that sell on sight for you. 


And this year Winchester-Western advertising is going 
to carry the most exciting shooting news of the decade. 
Month after month, your customers will be reading about 
the complete Winchester-Western line in their favorite 
publications— including exciting news of outstanding new 
advances in both firearms and ammunition. 


SELL FIRST LINE QUALITY THE FIRST TIME AND. 


WINCHESTER 


MA OLIN MATHIESON + WINCHESTER-WESTERN DIVISION+NEW HAVEN 4, CONN. 
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INDOORS 


WINCHESTER GIVES YOU THE SALES POWER 
OF THE MOST EXCITING ADVERTISING EVER 


Magnums 

are made to 
wallop’em... 
not warn ‘em 


Se 


Such authoritative magazines as FIELD & STREAM, OUTDOOR And everywhere—city, town, village and country—there 
Lire, AMERICAN RIFLEMAN, Sports AFIELD, TRUE, ARGOsy, will be sales-making Winchester-Western billboards to 
Guns MAGAZINE and Sports ILLusTRATED will carry the tell and sell every hunter in America! 

full-line Winchester-Western story—will tell millions Place your orders early and be ready for the rush. 

that there’s been a tremendous amount of progress made ee 

since they bought their last rifle or shotgun, and it’s time 

they caught up! This will be the most exciting and color- 

ful campaign ever to reach the hunters of America. 


... LHEY’LL COME BACK A SECOND 
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to Sock Away 


s 


More Volue-Mowe - 


For your Christmas stocking, Shopmate—the 
big name in power tools—presents the Big 8. 
This selection includes the most wanted Christ- 
mas items—carrying the most wanted brand 
name—Shopmate. 

MODEL SC-7100M 7” POWER SAW And Shopmate brings you an added Christ- 

Powerful Series AC Motor. Safety clutch. 7” combination long wear- , . . s 

ing black blade cuts 21/2” at 90°, full 2 x 4 at 45°. Instant release mas bonus— gleaming, appealing Mirror Fin- 

trigger switch. Turbo-internal fan for cool operation. 5,000 rpm, no 98 , ‘ - : 

load, 3,000 rpm full load. Aluminum die-cast housing, sijver lustre ish on five tools never before offered in this 

or mirror finish. ~~ psd Retail, SC-7100M Mirror Finish, $40.98, , : 

Te eae ee rugged, tough finish with extra eye-appeal. 

. .-™ Every Shopmate tool is job-tested to assure 

customer satisfaction—and priced to move fast 


for the holiday trade and the year around. 











MODEL KU-138 TWIST-LOCK DRILL-SANDER-JIG SAW KIT 
Includes Shopmate 740-CG 1%” Electric Drill plus two Twist-Lock at- MODEL K-39 40-WATT SOLDERING IRON KIT 

tachments. Change tools in seconds—no straps, chucks, washers— ¥ inch chisel tip. Fast heating element delivers full 40 watts. Easy- 
just one quick twist is all! Oscillating Sander has 25 sq. in. sanding = SM] 56 to-grasp handle has flared design, black finish. Kit includes scraper, 


surface, patented knurled roller locks, 9 abrasive sheets. Jig Saw 
cuts 2 x 4’s, has full 45° tsa 3 free blades. panertee: Retan, 
in display-storage carton . . . — er v 


chisel tip, 3 abrasive sheets, coil of solder, stand in plastic bag. Every 
home workshop and professional shop needs this general purpose and 
radio iron—a real Christmas leader! Suggested Retail . 

















MODEL K-280CM OSCILLATING SANDER MODEL 748CM %” ELECTRIC DRILL 
Universal AC-DC 115-Volt Motor: 4,000 oscillations per minute. 14” Precision-built; ¥” capacity in steel, 3%” in wood. 50% more torque 
sponge rubber platen, oil and grease resistant. Patented, positive than 1%” drills. Die-cast aluminum alloy ‘‘split-half’’ housing is com- 


locking knurled rollers hold abrasive sheets. Die cast aluminum hous- pact, well-balanced; accurate alignment with gears and Powerful 
ing design permits unobstructed view of pad front. Push-button 9 98 Series 2.6 amp motor securely fixed in one rigid ‘‘half.’’ 1,000 rpm 4 Ge 
switch. Suggested Retail, K-280CM Mirror Finish, $25.48, K-280C no load, 600 rpm full load. Suggested Retail, 748-CM Mirror Finish, 
Silver Lustre . Ces ae el 6 eh oe et ee eee $25.48, 748-CG Silver Lustre > 

Want more facts? Circle 113, p. 69 
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From Your Christmas Stocking 


with the 
“PET-BUILT” 
® Bonus 


Quality... rived soko! 


Clip the coupon right now. Put Shopmate’s 
Big 8 to work for plus profits at Christmas. 


Portable Electric Tools, Inc. 


320 West 83rd Street, Chicago 20, Illinois MODEL K-740C0-11 

Ve" ELECTRIC DRILL KIT 

Powerful Series 115-Volt AC 2.6-amp 
motor: 2,000 rpm with no load, 1,400 
rpm full load. 30% more working torque 
than any other drill in its price range. 
Kit includes 3 drill bits: \,”, Ve”, a”. 
Takes all attachments including Twist- 
Lock for sanding, drilling, sawing, etc. 
Suggested Retail, K-740CM-72 Mirsor 


Finish, $19.48, 
Siver taut . “eh $1838 


MODEL KSG-125-1 

SOLDERING GUN KIT 

Includes all-new SG-125 1.3-amp in- 
stant heat soldering gun transformer 
type with rigid single pole, 4” reach, 
directed beam light, hand-grip, soft- 
action trigger, shatterproof, flame- 
resistant Nylon housing plus wire bris- 
tle cleaning brush, joint cleaner, wire 
twister and all-purpose solder. Exten- 
sions available. Suggested Re- $895 
tail, in display-storage carton 


USE THIS EASY ORDER FORM for Shopmate's Big 8 


PORTABLE ELECTRIC nace 
t 83rd Street, Chicago 20, Illinois 
esteem oo Electric Tools Ltd., 452 Birchmount Road, Scarborough 13, Ontario 
Please rush the following Big 8 items: 
uantity Model No. 

. ” $C-7100 SHOPMATE 7” Circular Saw . 
= SC-7100M Same—Mirror Finish anil at 
~__‘ Ke2B0C SHOPMATE Oscillating Sander 

| tery Same—Mirror Finish . . . . - - 
<a — Oe SHOPMATE Jig Saw and Scroll Saw. Att. . 


] | -21008-20 Jig Saw 3 
| I BE | 4.21008M-21 Same—Mirror Finish 














I 0 CS a ee a en 
x7400G-71 SHOPMATE %%4” Electric Drill, 3 Bits 
- fe . : K-740CM-72 Same—Mirror Finish . . «. - - 
mei | : apcrneed SHOPMATE 40-watt Soldering tron Kit 
aK | : ~___. SG-125-1 SHOPMATE Soldering Gun Kit 
as- si 9 Be TWIST-LOCK Drill Kit 
= , Ye” ELECTRIC Drill . 
MODEL K-2100BM-21 JIG SAW KIT ——— ne y ae 
WITH SCROLL SAW ATTACHMENT AND SAW STAND 
Powerful Series type 115-Volt AC motor cuts full 2” dressed lumber, Your Name.......... 
thin sheet metal, bevels 45° either side, cuts 17” circle. Air jet, 5e” 
stroke, 3,050 strokes per min. Slide-type switch. 3 jig—3 scroli blades IIIB rene 


free, plus exclusive new attachment to convert to scroll saw. JST-3 ¥9Q38 City... 


























Table (illus.) for fixed bench work, sug. ret. $9.95 extra. Suggested AT a 
Retail, K-2100BM-21 Mirror Finish $30.48, K-21008-20 Silver Lustre Preferred Distributo 
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When Well Displayed...the Sale is Made! 


It takes visibility to make salability! That's why Columbian Rope 
offers you these four display merchandisers. They remind the 
customer of rope — they suggest the purchase of rope — they help 
you make more rope sales. Occupy minimum floor space, too. Ask 
your Columbian Distributor about these merchandisers today. 


The PICK-ME-UP brings self-service 
to rope sales. It displays 50 ft. and 
100 ft. Columbian Manila Rope Coils 
packaged and ready to go. No weigh- 
ing ...mno measuring .. . no cutting. 
The Pick-Me-Up—22” x 22” x 542” 
—takes less than 4 sq. ft. of floor 
space. Top shelf for ski-rope and other 
small items. Rope sizes 4”, 34”, 2”. 


é 3 
¥ ; 
; 
ts 
v 


MERCHANDISER #57 displays 6 Col- 
pack Cartons with a variety of ropes, 
including two 100-Ib. cartons or 6 full 
reels plus two 25-lb. reels. Rope feeds 
through guides to simple, accurate 
measuring device, is quickly cut to any 
desired length. Merchandiser #57 is 
542” long, 442” high, 23 ¥4” deep, 
has 122” high sign on top. 


COLUMBIAN COLPACK ROPE RACK displays rope COLUMBIAN DISPLAY RACK holds three reels of 
in smaller sizes. Holds one Colpock 25-Ib. carton Columbian Stabilized Nylon Rope or Columbian 
and two Colpack 50’s. Takes only 20” x 30” floor High Tenacity Polyethylene Rope, in Ya”, 3¥%” and 
space. Top shelf for water-ski rope, small coils VY.” diameters. Fits easily on shelf, counter, or on 

top shelves of Pick-Me-Up and Colpack Rope Rack. 


COLUMBIAN Rope Company 


Auburn, “The Cordage City,” New York 


The Man Who Knows the Ropes Says, “Columbian!” 


Blue 
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No. 35 ‘‘Atlas’’ post hole digger 


You get extra profits two ways with this popular 
True Temper post hole digger. First, it’s a best seller 
among diggers. Second, it’s a lively rental item to 
homeowners who need it for just a one-time job. 

The “Atlas” is designed for all types of heavy 
or gravel soil. Rugged, long-lasting blades, securely 
hinged for smooth operation. High-carbon steel 
blades with 6-inch point spread are riveted to 
steel frames. Splinter-free, fire-hardened, 4-foot 


TWO-WAY 
PROFIT: 


FLL IT... 
RENT IT 


handles are double bolted to frame. The “‘Atlas”’ 
is a solid value at about $5.79 suggested retail. Also 
available with 6- and 8-foot handles. 

Other top-quality True Temper diggers—the 
“Perfection,” for sandy, loamy or light soil; and 
the ‘Professional,’ for commercial users—round 
out your line of post hole diggers perfectly. Call 
your True Temper wholesaler today. True Temper, 
1623 Euclid Avenue, Cleveland 15, Ohio. 


B/ RUE / EMPER your basic line...your money line 


Want more facts? Circle 115, p. 69 
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Sometimes your own salesmen are harder to sell than 
customers. But when they do get fired up over a new 
product ...step back and watch those orders roll in! — 
Recently at Savogran headquarters this magic took 
place. The 13 hard-headed district sales managers shown below were 
handed the revolutionary STRIP PAK and invited to see how fast they 
could strip a chair down to the wood with the new method. Result 30 
minutes later: 13 clean chairs and 13 amazed and enthusiastic Savogran 
sales managers.—STRIP PAK contains Special Strypeeze water-rinsable 
paint remover plus the amazing new miracle ingredient, JETSOL,... 
plus steel wool pads and complete instructions. It’s available in pints, 


quarts and gallons. ..and is selling like crazy all over the country. It’s 


guaranteed by Savogran to remove old finishes 4 times faster than old 
Ou 


methods! — If you’re from Missouri ,\try it yourself . .. then rush in 


your order. We’ll fill it as fast as the demand allows. —The SAVOGRAN 


Company, Norwood, Massachusetts and Addison, Illinois. 


Want more facts? Circle 116, p. 69 
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YOUR FILTER 


WITH THE DUST. STOP’ 3 PAK! 


Marplan Censumer Research has shown that though most 
people change their furnace filters once a year, they would 
change more often if there was a new fresh filter handy at 
home. Most people will not make a special trip to the store 
just to buy another filter. 

The logical thing to do is to sell people spares when they are 
making their yearly purchase. How? The Dust-Stop 3 PAK 
—three Dust-Stop Filters packaged in an attractive polyeth- 
ylene display bag—eliminates wrapping and serves as a handy 
storage container at home. 


To help you sell this new package, Owens-Corning Fiberglas 
has assembled a complete, hard-hitting, free Promotion Kit. 
It’s available through your wholesaler. Here’s what you get: 
@ 3 PAK Counter Display 
@ Window, Wall, and Door banners telling the Filter Story 
@ Ad Mats and Art Sheets 
@ Consumer Mailers and Stuffers 


Fall is the time for your customers to change filters for top 

winter comfort and more healthful living. Take advantage 
of this fact, and make sure that they buy filters in the handy 
3 PAK. 3 PAKS are available from your wholesaler now. 
Be sure to specify Dust-Stop on your next filter order. 
Ask your wholesaler how you can get the customer-stopping, 
eye-catching Clean Air Sales Center—an attractive, com- 
pact, metal floor merchandiser available to all Dust-Stop 
dealers. Owens-Corning Fiberglas Corp., Dept. 38-H, ‘To- 
ledo 1, Ohio. 


*T.-M. (Reg. U.S. Pat. Off.) O-C.F. Corp. 


(OW 1 NS 


KIBERGLAS 


CORNING 
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Lcasnanstutinatentifimmmaenianel 


Chase # rx THE BARRETT cine 


BRASS &£ COPPER CO. INGERSOLL- 


| ro _— SINGLE HANDLE ' 
6 BS FAUCETS 
ye, — 
10 ~ SPaice, 


THE 
wOTSTa@raM| 
HEATER Co! 


BARNES MANUFACTURING CO. ® 
MANSFIELD. OHIO 
LAWSON known for quality since 1816 


bathtubs to bibb washers... 


Worthington offers everything in fine plumbing 





The Worthington plumb: ng goods stock is the largest maintained 
by any wholesaler. It consists of over 3,000 nationally-advertised 
items . . . manufactured and guaranteed by America’s foremost 
firms. 


American life has changed greatly since the Worthington 
plumbing department was established in 1910. But then, as 
now, retailers could depend on Worthington for every plumb- 
ing supply needed by any customer. 


And, over the years, Worthington has been the first to 
recognize merits of many new plumbing products. Mansfield 
Sanitary, Inc. . . . Century Products, Inc. . . . Royal Brass 
Mfg. Co. . . . Cleveland Brass Mfg. Co. are just a few of A. W. Fullerton 


today’s industry leaders who received their initial orders from ree ye a 3 
Ww . . Al” Fullerton, widely known as 
orthington. “Mr. Plumbing,” joined Worthing- 


sale ar ee rie 3 ton in 1915 as assistant manager of 
Because the Worthington stocks of customer -preferred, fast- the plumbing department. He has 
selling merchandise are complete . . . because Worthington been manager since 1925 and a com- 


delivers promptly at the right price . . . helps you promote pany director since 1933. 
and sell— Worthington is your one best source for everything 
in plumbing. 











A-2871A 





THE GEO. WORTHINGTON CO. 


CLEVELAND I, OHLO 
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from missiles to mowers... 


Sheffield has the right bolts 


The world is so full of things. And so many of other merchandise by customers who came in 
them are made with bolts. From rockets that with just a bolt in mind. Get in touch with 
shoot for the moon, to mowers that trim the your Sheffield distributor. 

lawns of suburbia. The list is next to endless. 


Meeting the many different needs for steel bolts 
takes a lot of doing. Sheffield does it with one 
of the world’s largest bolt plants, staffed by an 


expert team of specialized bolt metallurgists, S H EFFI F Fl E L 0 


engineers, research and quality control men. YARED 


All of which means your customers can depend vy 
on you for any bolt need when you stock a 
wide variety of Sheffield bolts. Make your 
store “bolt headquarters.” You’ll not only sell 
more bolts, you’ll pick up impulse sales of BOLT PRODUCTS 





SHEFFIELD DIVISION 








ARMCO STEEL CORPORATION 
OTHER DIVISIONS AND SUBSIDIARIES: Armco Division + The National Supply Company + Armco Drainage & Metal 
Products, Inc. « The Armco International Corporation + Union Wire Rope Corporation + Southwest Steel Products 
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MACKLANBURG-DUNCAN CO. 


» Never rust, tarnish or need polishing! 


Choice of 5 Color Combinations 





No. BG-501 No. BB-502 
Black Lid Black Lid 
on Gold Box on Black Box 


> a oe ie  Z- No. AA-504 
, ? eee Anodized 
ames “ ar gt No. GG-503 i lid ee 5 Aluminum 
13 wide, a a F 


oe Id Li Fae Lid on 
No. GB-500 8l/," high, , re _— wig Aluminum 
Gold Lid on 63/," deep Box 
Black Box 


eeeqeeceee eee eG eee6¢ eeeeeeeeoooooooooooeosoeeoeeeeee eee 


name plate 
available with every box’! 





VERTICAL 
No. GB-700 


MAIL BOXES Gold Lid on Black Box 
Anodized 
Aluminum “si K i N G $ ! Z E 


1634" wide x 814" high x 6%," deep 


Model 400 [fa 
SERIES ri fee Big enough to hold 


i ; ee ~ e 
isan aietinaties a largest magazines! 
as attractive as : 
it is practical. 
Smartly fashioned 
lid. Graceful mag- 
azine holders. 
Choice of 6 gor- 
geous color com- 
binations. Finish 
will never rust, 
tarnish or need 
polishing. No. AA-704 No. 8G-701 No. GG-703 


Anodized Aluminum Black Lid Gold Lid 
Lid on Aluminum Box on Gold Box on Gold Box 


” Here's the answer to your cus- 
No. BB-702 tomer’s demand for a big, roomy 
Black Lid mail box! Packed 6 per carton— 
on Black Box all same colors or assorted. 
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‘It pays us to feature 


L-0-F Window Glass... 
right on the main floor, 


says C. A. MacDonald, Store Manager, Erie Builders Supply, Erie, Pa. 


‘“‘We display a 4’ x 8’ rack to show L‘O-F Window Glass on our main selling 
floor—and find it a great sales advantage. It’s a constant reminder to our 
customers. People know the L’O-F label. 


“Our experience is that L-O’F quality and clarity are uniformly good—and 
that we have less wastage because it cuts cleaner. It seems less brittle. 


*‘Tust want to tell you also that we get mighty good service from our L’O’F 
Distributor. It’s L-O-F for us on all counts.”’ 














—_ > 
SEc 


New box rack needs only 12 sq. ft. of floor space 


Holds glass right in L’O-F’s self-storing plywood-side boxes. Easy to construct. Ask 
for blueprints of WG-3 Rack. Identify your glass department with new handsome 
sign, same as in photo at left. Only 15 cents from your L-O-F Glass Distributor (jisted 
under “Glass” in the Yellow Pages). Distributors: order in cartons of 25 ($3.75) from 
L-O-F, 6780 Libbey-Owens:Ford Glass Building, Toledo 1, Ohio. 


LIBBEY-OWENS-FORD 
WINDOW GLASS 


The glass that cuts easier, snaps clean 
Toledo 1, Ohio 


Want more facts? Circle 121, p. 69 
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DU PONT ANNOUNCES THE 








New, low-cost color mixing machine is 
amazingly accurate, completely foolproof, 


gives you unusual profit opportunities. 


Now you can rid yourself of complex 

tube inventories and tube mixing . . . offer 
many more paint colors than ever before 
...and still save over 50% on the 

cost of colorants. 


What makes all this possible is a new 

color mixing machine—the Du Pont Color Master. 
Simple, compact, inexpensive. Check its 
features. Then get in touch with your 

Du Pont Paint Representative. He’ll explain 
how you can nave the new machine without 
down payment or financing charges. Or write 
for descriptive folder to Du Pont Co., Finishes 
Division, Dept. HA-68, Wilmington 98, Del. 


RERZCL EE 23F 


Unique features of the Du Pont Color Master 
1 ACCURATE-— meters precise amounts of 


colorant, as little as 1/64 oz., as much 
as 4 full oz. per shot. 


SIMPLE—easy hand operation. 


No automatic gadgets to get out of order. 


bases, including flats, enamels, rubber-base. 
Offers thousands of color possibilities. 


COMPLETE — includes mixing-formula cards 
in metal cabinet, color display unit, 
complete merchandising aids. 


3 VERSATILE—tints almost all types of 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


REG. uw Ss. pat, OFF 


Want more facts? Circle 122, p. 69 Want more facts? Circle 123, p. 69 > 
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Its 
Revolutionary... 








SCREW AND BOLT CORPORATION OF AMERICA 











QUICK-AS-A-GLANCE 
PRICING...match the bolt 
with the color chart... and 
here's what it means: 


+sales + profits 
tel = son, -+ turnover — expense 
— space 
-= 3 WHO said it couldn't be 
price: done? Screw and Bolt 
Corporation has done it! 


| 
here’s how it works... turn page, please... a | 
| 





New pre-assembled ., <, Sl gee as 


: to ry 


color-codecd-bolt : 2 Sal - ee 
merchandiser puts A) ae +e 3 
you in business... 


DISPLAY 


Merchandiser holds standard package quantities . . . 
53 sizes and types. . . all fast-moving sizes recom- 
mended by NRHA Turnover Handbook .. . and 
every bolt is rust-resistant plated. 


INITIAL STOCK SHIPPED WITH MERCHANDISER 
Size and Quantity Shown = 


ROUND HEAD STOVE MACHINE BOLTS (Con'’t.) . os 
- 3/8 x 4” 50 , 

3/16 x 3/4” 100 1/3 x 1-1/2 50 
3/16x1 100 1/2x2 50 
1/4 x 3/4 100 1/2 x 2-1/2 50 
1/4x1 100 1/2x3 50 
1/4x 1-1/4 100 1/2x4 25 

BOLTS—ZINC PLAYED CARRIAGE BOLTS 
3/16 x 3/4” 100 1/4x1” 100 
3/16x1 100 “1/ 100 
1/4 x 3/4 100 100 
1/4x1 100 “1, 100 
1/4 x 1-1/4 100 1/4 x3 100 

5/16 x 1-1/2 100 
MACHINE BOLTS 5/16 x 2 100 f 

1/4x 1” 100 5/16 x 2-1/2 100 ae 
1/4 x 1-1/2 100 5/16x3 100 4 
1/4x2 100 3/8x 1-1/2 100 5¢ 
1/4 x 2-1/2 100 3/8 x 2-1/2 6¢ 
1/4x3 100 3/8x4 1 7 
1/4 x 3-1/2 100 1/2 x 2-1/2 —emnn as 
5/16 x 1 100 1/2x3 ) oem Yn 
5/16 x 1-1/2 100 1/2x4 | . : 
5/16 x 2 100 | 168 Merchandiser—36’ wide, 
5/16 x 2-1/2 100 LAG BOLTS | 20¢ 22” deep, 64” to top of sign. 
5/16 x3 100 i | COLOR ON BOLT DENOTES PRICE 
3/8x1 100 100 | PRICE FOR EACH: 
sp x _~ a / — Fea pe yo ae: 

/8x | taG Bout cod rice card. 
3/8 x 2-1/2 100 100 | PRICE FOR TWO: y 
3/8 x3 100 / 100 | stove sour 


; SCREW 280 80) OPPORATION OF AMERICA 


y 








Here’s what Screw and Bolt’s revolutionary color-code the customer says “‘I want some of these. . .” 


pricing means: e attractive display of bright, plated, rust-resistant 


e quick-as-a-glance pricing . . . just match the bolt bolts upgrades sales for higher profits 
with the color chart 


e no more pricing problems at check-out 
e no more price-marking . . . the color tells the price 


e no more price-change problems. . . new color charts 
will be issued 


Here’s what the new color-coded bolt merchandiser Contact your preferred wholesaler for the profit story 
means to you: on Screw and Bolt’s revolutionary color-coded, pre- 
e traffic-stopping merchandiser changes bolts from de- priced bolts. 


mand to impulse items Place your order now for immediate delivery of the new 
e fast-moving bolts (nuts attached) stocked at one profit-boosting color-coded bolt merchandiser . . . the 
location . .. no more running to the back room when really new idea in selling nuts and bolts. VMA-7624 


e merchandiser equipped with prominently-displayed 
color-price chart (with additional handy charts for 
check-out locations) 


e re-stocking simplified . . . labels for all sizes included 


yes THE NATION 
a 
ot 


SCREW AND BOLT CORPORATION ~ OF AMERICA 


P. O. Box 1708 . Pittsburgh 3O, Pennsyivania 


DIVISIONS: Pittsburgh e Gary e« Southington Hardware « American Equipment 


AMERICA’S MOST COMPLETE LINE OF INDUSTRIAL FASTENERS 


© COPYRIGHT 
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The cease for roadside stores 


The management of this lumber-builders’ supply store that combines 


housewares and hardware answers many questions confronting dealers 


who want to move out to locations along the highways. 


What is the case for the roadside store? 

What kind of customers does it draw? 

What are its advantages and disadvantages? Are 
hardware assortments enough, or should a roadside 


dealer be in the lumber and housewares’ business? 


Other questions come to mind when outlying road- 
side locations are being considered: 

Is credit an important sales factor? 

Is self service necessary? 

Is price a bigger factor than quality brands? 

Lehman’s Drive-In Super Market, Opa-Locka, Fla., 


Note brand names’ usage and well known Paul Bunyan trademark sign. 





The case for roadside hardware stores 


(Continued ) 


has found the answers to most of the questions about 
roadside stores. In addition, this dealer has started 
some innovations over the traditional store that have 
made competing merchants sit up and take notice. 
The firm may expand its operations, based on the 
success of this pilot store. 

This is the third Lehman store in the Miami area. 
But it marks a distinct departure in merchandising 
policies for the firm, headed by Harry Lehman. The 
company has been in business in Florida since 1925. 

Lehman stores in Miami and Miami Beach con- 
centrate chiefly on lumber and builders’ supplies 
through contract sales. The new Opa-Locka store, 
extends and continues this busy contract sales activity. 
It also incorporates a new sales appeal, through store 


design, location and inventor, to the do-it-yourselfer 
and the housewife. And, according to general manager 
A. C. Rutan it may be just the first of a string of 
suburban, one-stop home supplies centers extended 
by Lehman to other parts of Florida. 

To capture a growing share of retail business, the 
new Lehman store has these attractions: 

(1) An outlying roadside location, at the junction 
of N. W. 27th Ave. and limited-access highway 9, 
in an area where thousands of homes have been built 
since World War II. Both streets carry heavy traffic 
to and from residential areas. This location has all of 
the advantages of a shopping center. 

(2) Shopping convenience. Off-street parking is 
provided, with the store just a few steps from the 


A balcony sales area is built under the high part of the store's peaked roof. Lighting fixtures draw a‘steady stream 


of shoppers upstairs. 


ie 
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This housewares-hardware wing supplements a big lumber 


parking spaces. Night and Sunday operation is essen- 
tial to this type of operation, according to Mr. Rutan, 
because the bulk of business is done in evening hours 
or on Saturday and Sunday. This convenience is a 
big selling point to the suburban shopper. 

(3) A quality-at-a-price appeal. The Lehman store 
has adopted the slogan, “Famous Names to Go Buy,” 
and has carried out this theme with a striking dis- 
play of trade-marks and logotypes of the national 
manufacturers represented painted on the front of 
the store. Famous brand names are also lettered on 
the interior of the store. 
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business. 


“At Prices You Can Afford to Pay” is the slogan 
which completes this quality and price appeal. Mr. 
Rutan says the “famous names” slogan and buying 
policy were chosen to compete with widespread mer- 
chandising of imported products and private brands 
of city and shopping center stores. 

(4) One-stop shopping. With an “everything for 
the home” policy in buying, the firm hopes to capture 
the family trade. 

“When the housewife knows that she can find her 
household needs here, while her husband is shopping 
for lumber or tools, we will get a lot of business which 


HARDWARE AGE, August 25, 1960 © 39 





The case for roadside hardware stores 
(Continued ) 


now is going to the shopping centers and the super- 
markets,” Mr. Rutan says. 

“This store,” says Mr. Rutan, “is in line with a 
new trend in merchandising hardware, housewares 
and other home needs through a super-market ap- 
proach. Many staple items are priced at a little less 
than list because women shop primarily on a price 
basis.” 

To make this pricing policy effective, and maintain 
profits, Lehman has the advantage of low overhead 
through the store’s location, a 70 percent self service 
operation, and application of mass merchandising 
which virtually eliminates warehousing costs. 

Warehousing is necessary in building supplies and 
materials, because of contract sales. On such items 
as housewares, the store has been able to put the 
no-warehousing principle into effect. Stocks are rapid- 
ly replenished through wholesalers. 

There are contract sales of lumber, building sup- 


Management says, “outdoor goods belong out of doors.’ 


plies, electrical appliances, lighting fixtures, paints, 
and cabinets broken down into a group of separate 
divisions for effective control. 

For the retail trade, Lehman has added selection to 
build up the store to the supermarket level. The 
housewares inventory is extensive and in appliances 
there are both table and major appliances, as well as 
kitchen cabinets and range hoods. 

The hardware and paint departments have standard 
offerings, plus a number of specialty items which are 
popular in the area. One unusual line is patio fur- 
niture and cast-concrete yard products. 

A complete tool rental department is given promi- 
nence in display, as is the stock of lawn mowers, seeds 
and fertilizers. 

Lumber and plywood, from a piece to a carload, and 
builders’ supplies in concrete, wood, and metal are 
basic staple lines for a Lehman store. 

The L-shaped building, with lumber and builders’ 
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Lehman calls tool rentals basic in the do-it-yourself 


market. 


supplies on one side and hardware and housewares on 
the other, is built almost entirely of wood. This con- 
struction is a novelty in this area where concrete 
construction has become almost a rule. 

Both exterior and interior of the hardware-house- 
wares section have been panelled in various kinds of 
lumber instead of the usual plywood. Brand-name 
signs are everywhere in the store, stressing the prod- 
uct quality. 

A balcony area in the store provides sho~vroom 
space for lighting fixtures and appliances, used both 
for retail and contract sales. In a fenced-in area near 
the street front is the patio furniture department. 

From a traffic-stopping standpoint, the main fea- 
ture of the store design is a 46-ft sign depicting Paul 
Bunyan holding a log over his head. This stands at 
the entry to the parking lot, towering over the store, 
and is lighted for night display. 

It is constructed so that it faces in both directions 
of passing traffic. Eighteen-inch timbers of Chilean 
cypress, set in concrete, support this big all-wood 
sign. 

Pictures of this sign are being used in the Lehman 
newspaper advertising and Paul Bunyan may become 
a sort of landmark for the shopping public in the 
Miami area. 

Three types of credit and time-pay satisfy the 


Credit? Three types of budget payments suit most 
budgets. 


needs of most customers and provide a good promo- 
tional weapon. The hours are tailored for family 
shopping, and the wedding of quality brands and 
attractive prices satisfy most kinds of buyers. 

Perhaps the biggest factor in favor of this store, 
and most roadside stores, is parking and accessibility 
to highway traffic. Many dealers move to shopping 
centers to gain this advantage, but sometimes wind 
up paying heavy rentals and fignting competition 
within the center itself. 

The case for the roadside store is good, IF the 
location is right. @ End 
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Sales meetings... 


waste or investment? 


That’s up to you. Here is a dealer who found they are an investment when 


held daily. Results: better salesmanship—housekeeping—teamwork. 





- 
LB omase sara 
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Daily meetings conducted by John Miller, second from left, boost sales, produce a cleaner 


store. 


How often should store salesmen and management 
get together to discuss new products, ideas, house- 
cleaning, stock control, etc.? 

The value of daily sales meetings with personnel 
is demonstrated by the benefits achieved at Broadway 
Supply, Kansas City, Mo. 

For years this dealer followed a weekly sales meet- 
ing plan. Personnel and management got together 
each Saturday morning to discuss various topics. 

The results from weekly meetings were worth- 
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while. However, about a year ago, the meetings were 
put on a daily basis. The results are gratifying to 
the store management. These results indicate that 
weekly, bi-weekly, or monthly meetings are not 
enough. 

Among the benefits achieved with the daily ses- 
sions are: 

(1) Neater, more orderly, store housekeeping. 

(2) A vast improvement in selling tactics by per- 
sonnel. 





(3) Better team-play among personnel. 

(4) A closer, more understanding relationship be- 
tween management and personnel. 

(5) Swifter disposition of customer complaints. 

(6) A greater awareness by personnel of local and 
national advertising programs, and various manufac- 
turer-supplied merchandising aids. 

Burke Miller, president, and his son, John, mer- 
chandising manager, schedule the daily sessions to 
last about 20 minutes before store opening. At this 
time, the staff of 10 employees is assembled by John 
Miller. Mr. Miller makes a general outline of the 
points to be taken up at each meeting in advance. 

Although the meetings are informal, each focuses 
attention on a specific product, or problem, or per- 
haps includes short discussions by manufacturers’ 
representatives. 

The plan of sticking to a single subject gives the 
meetings more impact, according to John Miller. 
Each meeting is held against the background of the 
merchandise which is under discussion. 

“Though we have no way of assessing exact re- 
turns from daily meetings with personnel,” says John 
Miller, “we’re convinced they are substantial. For 
one thing, our store enjoyed the largest sales volume 
in its history in 1959 when the plan went into effect. 

“We can see the results in improved displays, more 
vigorous, alert selling by personnel, and in the better 
appearance of our store which has come through an 
improvement in housekeeping. 

“We're enjoying a greater turnover in many lines, 
and attribute the increases in many cases to the fact 
that daily sales meetings keep personnel up to date 
on product uses and developments. 


“Sometimes complaints about, or information on, 
a product crop up which cannot wait for a weekly 
all-staff discussion,” Mr. Miller says. “If a customer 
complaint isn’t written down, it is sometimes forgot- 
ten entirely if delayed for weekly meetings. It is 
sometimes difficult to analyze a problem in terms of 
what actually happened when it waits a week for 
attention.” 

The plan of centering attention at the daily sales 
meetings on a single complaint, problem, or product 
is documented with good results at Broadway Sup- 
ply. The store’s lawn and garden department sales 
show the benefits achieved from focusing attention 
on a single product. 

The lawn displays occupy one-fourth of the total 
floor area at the height of the season. Last year, 
there was a 5.95 turnover in this sales area in one 
leading line of merchandise. 

During January last year, the store scheduled a 
series of sessions to stress the features of one type 
of crabgrass control. The discussion centered on 
what this product is, what the manufacturer says it 
will do and how it meets the needs of the area. 

Since personnel had not sold this item for seven or 
eight months, there was a need for a refresher course 
on its uses. And since the customer likely had not 
used it since the previous year, chances are he would 
have new questions and ideas about it. 

“In the case of the crabgrass control,” John Miller 
says, “we had certain features we wanted to indoc- 
trinate in our selling. First, the fact that it carries a 
nationally-known label. Then, that it has been re- 
searched for many years. Also, that it has proved its 
effectiveness, and that it offers protection for several 


(Continued on page 84) 


This store had its best year ever in 1959, thanks largely to daily get-togethers. 


Se 
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When you modernize... 


include a modern way to sell 


A modernized credit plan was offered customers when this old established 


New England dealer modernized its store front, showing that a 


remodeling job plus new sales approach can increase sales. 


Last fall, swarms of workmen damp with Indian 
Summer heat were pounding away at a 70-year old 
hardware store’s facade. Inside the store, while busi- 
ness proceeded as usual, Laurent H. Chalifour was 
tooling up on a revised credit plan. 

Mr. Chalifour is clerk of the corporation and assist- 
ant to the president of J. J. Moreau & Son Inc., Man- 
chester, N. H., dealer. His revamped plan was simple: 

Reinforce a loose network of charge accounts by 
supplying customers with plastic charge plates. These 
charge plates would simplify writing up credit sales, 
save time, and eliminate errors. Also, there is a 
prestige angle to charge plates that makes customers 
eager to carry them. 

The charge plates are now in general use, and the 
store remodeling has been completed. Both have been 
more effective than planned. 

Moral: it takes more than nails and paint to ef- 
fectively remodel an old hardware store. 

The building now sparkles with modern lines, and 
the inefficiencies of informal charge account manage- 
ment have been wiped out with a single stroke. 

The store advertised that the new charge plates 
“write their own ticket—are easier to carry—easier 
to use—insure accurate billing—and protect your 
credit.” 

Mr. Chalifour says, “We had“hoped that 56 percent 
of our customers would carry charge plates in our 
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first year of using them, but it has gone up to 75 
percent. A very high figure.” 

There is another aspect to the wide acceptance 
of credit buying by customers at Moreau’s. This is 
the 2 percent discount factor for prompt payment. 

That is, customers who pay their bills within 10 
days from billing date receive a cash discount 
amounting to 2¢ on every retail dollar. This is a 
powerful stimulant for prompt payment in large 
volume accounts. 

Moreau’s credit volume far exceeds the national 
average for hardware dealers. In fact, it nearly 
doubles the average. 

Of a 25,000 account regular list, Moreau has 15,000 
active accounts. The majority of the active accounts 
are 30-day charges. 

Credit of all types accounts for 80 percent of the 
store’s business, and the streamlined charge plates 
come in for a big share of the glory. 

Credit is not new at Moreau’s, merely modernized 
to keep pace with the times. 

Joseph J. Moreau founded the firm in 1890. Old 
records show that in 1907 a verbal agreement was 
made with a customer whereby a $2 weekly payment 
plan was set up for a kitchen range. Credit’s been 
developing gradually ever since. 

Arthur E. Moreau succeeded his father as president 
in 1920. He expanded the business and credit plans, 
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Not inviting to the modern shopper. 


setting up a modern bookkeeping system for accounts 
receivable in 1924. His son, Arthur J. Moreau, became 
head of the firm in 1951. 

Larger than many dealers who have had wonderful 
success with credit, Moreau’s lends itself naturally to 
big credit volume. 

The store has 18 major departments featuring 
brand names and reasonable list prices. Branded goods 
carrying healthy margins are much simpler to sell 
when credit is a big factor. 

Key departments are hardware and tools, appliances 
and television, paints and building supplies, farm 
needs, plumbing and heating, lamps and giftwares, 
and sporting goods and a pet shop. 

The firm’s volume covers government agencies, 
mills, and industrial and business customers. 

Many kinds of credit are offered. There are monthly 
charge accounts, offering the 2 percent cash discount. 

Larger purchases may be spread over three months 
with no service charge under the Thrifty Budget 























The new facade stimulates traffic. 


Service Plan. Then there are instalment contracts, 
complete with life insurance, for all major purchases. 

Finally, there is a layaway plan for the budget- 
minded. 

With 75 percent of charge account customers carry- 
ing their new plastic plates, there is a high incidence 
of impulse and add-on selling. The convenience of 
these modern plates cannot be overrated in terms of 
their value as salesmakers. 

The store does not quote its credit terms in ad- 
vertising. Rather, the ads mention that credit is 
available. Terms are spelled out when customers come 
to the store. 

Moreau’s modernizing took everything into account. 
Even the parking lot was redesigned to hold more 
cars, and resurfaced to look more appealing. 

But modern credit and a modern store, coupled 
with fine traditions of service, quality, and hardware- 
knowhow have made J. J. Moreau a pace-setter for 
competitors of all types. @ End 


HARDWARE AGE, August 25, 1960 © 45 





parking lot 


ge 
ee 
om 


rot 


SOG Sy ye 


solved a hardware dealer's dilemma. 


How to recapture lost sales 


A store weakened by a congested location finds new 


strength when it acquires a parking lot. 


The State Street Hardware store 
in Fort Wayne, Ind., has made 
what may be the comeback of the 
year, thanks to a new 70 x 100 ft 
parking lot. 

Leasing of the property next 
door for parking has enabled owner 
Nelson Skiver to recover nearly all 
of a 30 percent loss in business 
caused by a shortage of parking 
accommodations. The parking lot 
is the happy, successful climax to 
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Skiver’s five-year fight against re- 
cession. 

Mr. Skiver’s recession developed 
in the midst of prosperity. 

Around 1955, by official count, 
an average of 16,000 cars passed 
in front of State Street Hardware 
daily. Annual volume was around 
the $100,000 mark, and State St. 
was considered the choicest neigh- 
borhood location in town. 

Then, in little more than a year, 


Mr. Skiver’s troubles piled up in 
this order: 

(1) The street “grew.” At least 
10 new businesses joined the neigh- 
borhood’s original four. Parking 
space became hard to find. 

(2) The city sprinkled the area 
with “No Parking” signs. Because 
this ballooning business section was 
causing a traffic bottleneck, ordi- 
nances were passed that banned 
afternoon parking in front of the 





Mr. Skiver moved his up-front checkout station toward the middle of the store 
to handle customers coming in off of the parking /ot. 


store. The city zoned long strips 
for bus stops, and restricted park- 
ing to one side only on the nearest 
cross street. 

(3) Competition became terrific. 
In three years’ time eight new 
hardware stores were started with- 
in a 15-block radius of the store. 
Each one had its own private park- 
ing area, some with several acres 
of it. 

By 1958 what was once the best 
location in town had become one 
of the worst, even though traffic 
out front was as heavy as ever. 

In all of this time, however, Mr. 
Skiver was fighting back with every 
bit of merchandising strategy he 
could think of. 

Realizing he had to have parking 
facilities to survive, Mr. Skiver 
began negotiations for leasing the 
adjoining property, at that time a 
hamburger drive-in. 

Prospects weren’t bright. The 
drive-in owner was anxious to re- 
new his lease when it expired. Mr. 
Skiver won out after four years of 
negotiations with the 
Florida. 

While the long-distance bargain- 
ing went on, Mr. Skiver did his 
best to keep up a good front. “We 
wanted to appear to be still making 
progress even though we weren't,” 
he says. 

The store therefore didn’t do 
some of the things a faltering busi- 
ness might be expected to do, such 
as reduce advertising, lay off per- 


owner in 


sonnel, increase markdowns or cut 
inventory. Instead, it followed a 
very positive policy. 

Part of the strategy to get the 
store back on its feet was to in- 
crease inventory. Mr. Skiver dis- 
covered many of the newer stores 
didn’t carry a complete inventory 
in some lines, and customers were 
forced to come back for items they 
couldn’t get, regardless of the park- 
ing problem. 

“We therefore made sure we 
were deep in basic staples, by keep- 
ing a close check on the inventory,” 
Mr. Skiver says. 

To accommodate increased in- 
ventory, flat display tables were 
replaced with four-tiered gondolas 
for mass display. More open-shelf 
display and perforated paneling 
were used along the walls. 

The store built up its electrical 
wiring and plumbing supplies de- 
partments, stocking items in both 
categories it never carried before. 
With the new display counters the 
merchandise was easier for the 
customer to find. 

To speed shopping, the store 
encouraged self service, and a large 
sign above the wrap counter told 
customers to bring items there. 

In addition to heavier stocking 
of the small ticket items in hard- 
ware, the store expanded in house- 
wares, gifts and toys. 

Toys always had been a strong 
Christmas feature. Now they be- 

(Continued on page 80) 


Housewares and gifts bui/t up on new 
fixtures to get women back into the 
store. 


Shelf-hardware staples widened in 
ossortments and deepened in depth 
to pick up trade from stores with 


skimpy stocks. 
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Co-owner Jack Greenstein checks stock in the newly expanded housewares and gift- 


wares departments designed to attract women traffic. 


Dealer Jones finds his 


Sometimes changes in a store’s market are so subtle 


that they go unnoticed. Here’s how a dealer 


changed his store to a new market pattern. 


Sunshine warmed Dealer Jones 
as he leaned against his hardware 
store window. He noticed the sun’s 
bright morning rays glistening on 
the varicolored clothing of women 
shoppers passing by. 

Suddenly, Dealer Jones came 
alert. 

That’s it—women! As if seeing 
it for the first time, he took a close 
look at his business neighborhood. 

Dealer Jones’ thoughts raced: 

“That store across the street used 
to be a men’s shoe shop, now its a 
fur outlet. There’s a flower shop 
where the barber shop used to be. 
Dress shops, women’s shoe shops, 
children’s clothing, toy stores. This 
used to be a general business 
street, now, it is a ‘woman’s world.’ 
No wonder my sales are slipping, I 
have been aiming at the wrong 
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market. Not only that, but discount 
houses have moved in and there is 
a new paint store right around the 
corner.” 

Dealer Jones was not unaware of 
the discounters and new competi- 
tion as it moved into the area. But, 
he saw the marketing problem as 
a whole when he recognized the 
type of customers he must reach 
with his promotions and merchan- 
dising. 

Some years ago, Union Hard- 
ware Co., Union, N. J., was faced 
with a similar problem. There were 
three things affecting sales. 

First, the store’s business neigh- 
borhood had changed from a gen- 
eral business district into one 
catering almost exclusively to wo- 
men. 


market 


Second, discounters moved into 
the area. 


Third, the number of hardware 
and paint stores increased from a 
few to about 20. 

Union Hardware was faced with 
a tough competitive atmosphere. 
Management was well aware that 
it had to meet its new market—wo- 
men, before it could hope to com- 
pete with the other problems. 

Here is what owners, Jack 
Greenstein and Jay Lubar, did to 
attract women into their store. 

(1) Adjusted stock to meet the 
demands of the new market. 

(2) Modernized to attract this 
traffic. 

The housewares and giftwares 
departments were expanded. The 

(Continued on page 86) 





A dealer's open letter to 


Critics of hardware 


Three brothers start a hardware store on a shoestring, 


now tell doubters and critics: “‘We know we now have 


the security we always dreamed about.’’ 


There are those who say, “Why 
don’t you get into a more modern 
business, one with better profits 
and a better future?” to the three 
Goewert brothers. 

The brothers, Bill, Harry, and 
Al, were not fresh out of high 
school when they started a hard- 
ware store at St. Louis, Mo., scarce- 
ly eight years ago. Nor did they 
know anything about hardware. 
The brothers gave up mediocre 
businesses for the security their 
Goewert Hardware and Supply Co. 
now offers them. 

Harry Goewert tells the story 
this way: 

“In 1952, we (William, 54; 
Harry, 50; and Albert, 35) were 
faced with a decision. We wanted 
more out of life, and more security 
for our families. 

We had jobs in the automobile 
field, Bill and myself in parts and 
service and Al as a mechanic. But 
these offered a limited future. 

“A family conference brought a 
decision—we would form a three- 
way partnership and go into the 
hardware business. 

“We wanted to locate in the 
south St. Louis area where we had 
many friends and neighbors. We 
found a hardware store that had 
changed hands several times in 40 
years and could be bought for $18,- 
000. But where and how to get 
the money? 


“We had little money of our own, 
so we decided to mortgage two of 
our homes and ask the bank for the 
rest in a loan. It was a gamble, as 
we had no previous experience in 
the hardware business. 

“We raised the needed money 
and we were !n business. Pitching 
in, we made improvements in the 
store and added new _ services. 
Neighbors and friends became cus- 


tomers and soon the store became 
too small for a growing business. 

“Knowing we were anxious to 
expand, officials of the neighbor- 
hood bank informed us of a two- 
story building in the same block 
with the bank, and separated from 
it only by a parking lot. Occupied 
by an auto repair firm, the bank 
considered this building an eyesore. 
The construction and location of 


From left, Bill, Harry, and Al Goewert, whose ages averaged 46+ years when 


they decided to become hardwaremen. 
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A dealer’s letter to 


critics of hardware 
(Continued ) 


the building appealed to us, so the 
bank got the auto repair firm to 
vacate. 

“After a long term lease had 
been arranged, we began to have 
doubts. Should we expand this 
much? Could we fill 4800 sq ft of 
floor space, three times as much as 
the first store? And besides, we 
would again have to borrow money 
for the big job of remodeling that 
had to be done. In addition, we 
were still paying on the loans made 
five years before. Again, we de- 
cided to go ahead. 


We had heavy traffic 

“Our new home was ideally lo- 
cated. It stood alone with a street 
on one side and a parking lot on 
‘ the other. It faced a main four- 
lane highway with thousands of 
cars passing daily. 

“It was next door to the bank 
and would attract banking custom- 
ers with money in their pockets to 
spend. Besides, the store’s over- 
flow customers could use the bank’s 
parking lot, with the gracious con- 
sent of the bank. The whole setup 
seemed perfect. 

“Inspection of the building showed 
that much remodeling would have 
to be done. Partitions had to be 
torn out, a large door replaced with 
a plate glass window. A concrete 
auto-stop and a blacktop parking 
strip would have to be built out 
front, and the place thoroughly 
cleaned and painted. 

“When the remodeling job was 
finished, $6000 had been spent. 

“We wanted our new store to be 
modern and efficient. We _ read 
about other stores, and even took 
trips to other cities to see for our- 
selves how these stores were laid 
out and how they operated. We 
came back with some fresh ideas. 

“Then came the problem of fix- 
tures. We realized we would have 
to have fixtures made to order, and 
this would be too expensive for us. 
So we decided to make the fixtures 
ourselves. 
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“Working from a floor plan, we 
made cardboard cutouts of fixture 
spaces to scale. These we placed on 
the floor, and shifted them about 
until everything was in its proper 
place. Then we bought quantities 
of plywood and studs and went to 
work. 

“Working every night after the 
first store closed at nine, we made 
practically all of the fixtures for 
the new store in the basement of 
the building. Al, the mechanic, 
supervised this work. 

“We laid out our store for effi- 
cient merchandising. There are 
seven aisles that run straight back 
from the check-out counter to the 
rear of the store. This is to draw 
customers to the rear and make 
them see more merchandise. There 
are breaks in the aisles for side 
passage. 


Women turn left 


“The left side of the store is 
given over to items of interest for 
women while the right side has 
everything that appeals to men. 
There is a good reason for this. 
It has been observed that women 
entering the store usually walk to 
the left while men will invariably 
turn to the right,” Harry Goewert 
says. 

The policy of the store is to 
have wherever possible a complete 
price range on items. The reason 
for this was explained by Al 
Goewert: 

“A wide price range enables us 
to satisfy the man who doesn’t 
have much to spend as well as the 
man who wants quality merchan- 
dise. When a man looks at a cheap 


item we always try to upgrade 
him because we know that he will 
be better satisfied in the long run. 
And we make more profit on the 
sale.” 

The Goewerts make full use of 
outdoor merchandising. There are 
the usual seasonal changes, but 
the most striking displays appear 
during dull months, such as Janu- 
ary. 

As many as a gross of refuse 
cans are stacked in front of the 
store, and this will be changed to 
quantities of step ladders. Price 
tags on these are painted in three- 
foot-high letters that can be seen 
by thousands of passing motor- 
ists. It moves merchandise. 


Long, busy workdays 


The brothers work from 8 a.m. 
to 9 p.m. daily, with one day off 
each week, but they make up only 
a third of the staff on busy days. 
They employ a woman and a man 
clerk, and another young man who 
marks prices on items. In addition 
to these there are two other mem- 
bers of the family, 16-year-old 
Judy, daughter of Harry, and Mrs. 
Bill Goewert, who help out. 

How do the Goewert brothers 
feel about averaging $3000 a week 
in the hardware business after 
only seven years? Speaking for 
the trio, Bill Goewert says: 

“We don’t drive Cadillacs but 
we do make a comfortable living, 
and profits are poured back into 
the business. Harry is rearing 
nine children, Al has three, and I 
have two. We know that we now 
have the security we dreamed 
about.”’ End @ 





Helps on space problems 


A little ingenuity goes a long way in showing 


more merchandise in less space, but within reach. 


Displaying broad selections in a 
store of limited size often presents 
problems. Jim Mathers, proprietor 
of Mathers Hardware Co., Mont- 
gomery, Ala., thinks he has found 
ways to solve some of these prob- 
lems. 

Problem No. 1, where to show 
long handled mops, brooms, and 
brushes ? 

Solution, hang them from an 
overhead beam. They are within 
easy reach of customers, yet don’t 
block the view from display win- 
dows. Dozens of items are shown 
this way, and the store looks as 
neat as a pin. 

Problem No. 2, how to boost 
sales and display quantities of cab- 
inet hardware? 

Solution, Mr. Mathers designed 
his own cellophane packages, pri- 
vate labels, and punched eye holes 
for hanging. Now these products, 
normally piled up in bins, are 
stocked in quantity. They’re easy 
to identify and easy to reach for 
hurried customers. This kind of 
packaging and display is applied to 
many small shelf hardware and 
bin items by Mr. Mathers. @ End 





Above: Overhead space is put to 
good use. 


Left: Home-made packaging pays 
off. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 69, and mail 


Item 1 


Snow shovel, pusher display 


You can take it easy with the 
Gardex Snow Tool display to pro- 
mote the sale of snow shovels and 
a snow pusher. Floor stand and dis- 
play card combination are available 
for $1 with an order of three dozen 


Gardex winter tools. The stand 
hold six shovels or six pushers. 
Gardex Inc., Dept. HA, 500 N. Car- 
roll Ave., Michigan City, Ind. 


Item 2 
Heat-proof teapot 

Corning Ware’s new teapot is 
made of heat-proof Pyroceram. 
Along with a six-cup capacity, the 
teapot contains a brewing device 
which insures no dregs or tea 
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leaves in the finished brew. Re- 
tails for $6.95. Corning Glass 
Works, Dept. HA, Corning, N. Y. 


Item 3 
New display merchandiser 


You can display a 25-item as- 
sortment of Ekco’s lines of bath, 


? 
kitchen and closet accessories on 
this new carousel display merchan- 
diser. Each item in the 17 dozen 
assortment of 25 items is color- 
fully carded for impulse turnover. 
The unit occupies only 244 sq ft of 
floor space. Ekco Products Co., 
Dept. HA, 1949 N. Cicero Ave., 
Chicago 39, Ill. 


Item 4 
Painting tool display deal 

Free goods and Red Devil’s A-30 
series of floor merchandisers and 
the A-50 series of counter merchan- 


disers are the focal points of this 
promotion. The displays are also 
free with this deal. Average dealer 
cost on the A-30 series is $92.66 and 





Here is a quick Check 
List of items described 
in the following pages 


retails for $167.83, with free goods 
included. Average dealer cost on 
the A-50 series is $47.69 and lists, 
with free goods, at $87.40. These 
deals are available Sept. 1 to Nov. 
30. Red Devil Tools, Dept. HA, 
Union, N. J. 


Item 5 

Drill bit display card 
New England Carbide’s Cyclo- 

twist merchandiser holds a com- 

plete range of the most popular 

size bits, individually skin-packed 

on colorful red, yellow, and white 


. 


cards. Card is punched for conve- 
nience in attaching and removing 
from displays. The card is 8 x 15 
in. and comes with hooks for at- 
taching to display. New England 
Carbide Tool Co., Dept. HA, 55 


~-?7 


Commercial St., Medford, Mass. 


Item 6 
Multi-purpose tool set 


This new Super Socketool Set 
contains a universal ratchet handle 
that works in either direction or 
locks. Straight or offset adapters 
fit into the handle, and a series of 
sockets can be easily fitted to han- 
dle all size nuts as well as square 





Quick Index to Buying Check List 
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] Shotshell reloading press 
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~) Portable electric heaters .. 
] Rugged, roomy pup tent 
] New single shot revolver 
Self service hook display 
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] Non-thinning paint additive 
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New saw blade for plywood 
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] Orbital and straight sander 
Plastic storm windows 
"] Punch bowl and cup sets 
"] Outdoor lighting displays 
[] New natural wood finish .. 
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[] Chain saw with two ratios 
[] All-purpose metal mender 
[] Gun wipers in plastic bags 
[] Automatic sponge yarn mop 
Instant tape dispenser 
Dispenser for hand cleaner 
Hand checkered grip on rifle 
Emergency paddle for boats 
Six heavy-duty power drills 
Lower priced line of pumps 
Three-way paper dispenser 


JOOoOoOo0o0U 


Two new light pull-downs 


Spray paint Christmas label 
Low cost slide projector 
Rust resistant coil chain 
Medium-range chain saw 
Free counter merchandiser 
Combination wrench display 
Three openers in one unit 
Compact reflector bulb 
Odorless drain pipe cleaner 
Combination toaster-broiler 
Improved soft point bullets 
Casserole with holiday motif 
Hack saw blade catalog 
Fireplace equipment folder 
Booklet on credit selling 
Permanent abrasives catalog 
Power tool profit guide 
Cellar drainer catalog 
Lockset service manuals 
Aluminum hardware planning guide 
Magnifying glass booklet 
Jet pump line bulletin 
Hand power sander catalog 
Locking plier catalog 


NnooooooOoOoOoOooOoOoOoOoOoOoOoOoOoOo0OoOnU! 


Electrical supplies catalog 





and hex head screws and bolts. 
Screwdriver bits can also be fitted 
into the handle for slotted or re- 
cessed head screws. There are also 
two awl attachments, and a tack 
lifter. Packed in a transparent 
plastic box, it retails for $4.98. 
Shelton Products Co., Dept. HA, 
Shelton, Conn. 


Item 7 
All-purpose fabric mender 


This addition to Woodhill Chem- 
ical’s Duro-Plastic line is a special 
mender for fabric repair. Darn is 
non-toxic and non-flammable, and 
will withstand washing, ironing, 
and boiling when dried. Darn 
mends wool, cotton, canvas, leather, 
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and other fabrics. It can be used by 
overlapping two pieces to be 
mended, or by applying a patch. 
Retails for 69¢. Woodhill Chemical 
Co., Dept. HA, 1390 E. 34th St., 
Cleveland, Ohio. 


Item 8 
Three-way outlet reel 


This new Cordomatic Portable 
Outlet Reel, Model 510, provides a 
three-way outlet which can be ex- 


tended to work areas up to 15 feet. 
The heavy-duty spring motor is 
dust-proof, life-time lubricated, 
with the complete unit UL ap- 
proved. Available in desert beige 
or ebony brown. Sells for $8.95. 
Cordomatic, Dept. HA, 17th & In- 
diana Ave., Philadelphia 32, Pa. 


Item 9 
Tank Top adaptor for pump 


Water pump, switch and motor 
can be protected from damage of 
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seepage or flood with this adaptor 
for mounting the pump unit on top 
of the pressure tank. One model 
adaptor fits all pressure tanks with 
alin. or larger top tapping. Adap- 
tor kit No. TT-10 comes with all 
materials needed to mount it on 
the tank and mount the pump to 
the adaptor. F. E. Myers & Bro. 
Co., Dept. HA, Ashland, Ohio. 


Item 10 
Pint size vacuum bottle 


Here is a traffic building addi- 
tion to your outdoor living depart- 
ment, the latest pint-sized vacuum 
bottle by Thermos. This rugged 
bottle has a shock resistant poly- 
propylene case with ribs for slip- 
proof handling. Workmen and 
sportsmen will also be customers 
for this unit featuring a screw 
down stopper and a handle on the 


cup. Sells for $2.15. Also available 
in quart size at $3.45. American 
Thermos Products Co., Dept. HA, 
Norwich, Conn. 


Item IT 
Weatherproof shotgun shells 


The bodies of these Remington 
and Peters shotgun shells are made 
of strong linear polyethylene which 
protects them from dampness, 
humidity and other damage. Shell 
heads are steel with copper and 
brass plating and a new molded 
base wad. Contents of the shells 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


can be seen through the translu- 
cent bodies. These shells are known 
as Premium Grade SP’s and sell at 
a premium price. Remington Arms 
Co., Inc., Dept. HA, Bridgeport, 
Conn. 


Item 12 
Spray-on dry lubricant 

Du Pont’s Slipspray is an all- 
purpose dry lubricant for all types 
of surfaces including metal, paints, 
rubber, glass, plastic and leather. 
It is quick drying. Water, light, 
oil, or solvents will not affect it. 
It serves as a corrosion retardant 
for battery terminals, tools, guns, 
and skates. EF. J. Du Pont De 
Nemours & Co., Dept. HA, Wil- 
mington, Del. 


Item 13 
Molded pearl toilet seat 


This Puritan toilet seat is of- 
fered in a new solid-molded pear! 





ITEM NUMBER ON FREE POSTCARD, P. 69 


design available in six colors. The 
seat, called Puritan 801, has a 
large matching cover with colored 
edging and matching color contour 
shaped ring. The pearl won’t mar, 
peel or wear off and is germ- 
proofed. Century Products, Inc., 
Dept. HA, Cleveland, Ohio. 


Item 14 
Fast paint brush cleaner 


Painters, amateur and profes- 
sional alike, will be customers for 
this fast acting paint brush cleaner. 
To use the cleaner, called Rinsit, 
the painter wipes excess paint from 
the brush and then saturates it 
with Rinsit. The brush is rinsed 
with water and is ready for use 
with water or oil based paint. Sells 
for 80¢ a pint, $1.40 a quart. Pat- 
terson-Sargent Co., Dept. HA, Van 
Dam and Hunterspoint Ave., Long 
Island City, N. Y. 


Item 15 

Vinyl coated stacking unit 
Artwire’s No. 219 Dinnerware 

Stacking Unit holds eight plates, 


cups, saucers, bread and butters, 
and fruit dishes. It is a two-piece 
unit measuring 23% in. long x 9 
in. deep x 9% in. high when 
stacked. A permanent coating pro- 
tects against chipping, or discolor- 
ing. Available in white, pink, yel- 
low, and turquoise. Artwire Crea- 
tions Inc., Dept. HA, Suffern, N. Y. 


Item 16 
Bread box in five colors 


This bread box by Plas-Tex has 
a Marlex polyethylene-lined cover 
that serves as a handy cutting 
board. The 15% x 11% x 10% in. 
box holds three regular or two 
sandwich loaves of bread, with a 
roomy shelf to hold rolls or other 
packaged items. The non-porous 
body is rust-proof, stain and odor- 





resistant. Available in five colors. 
Sells for $9.95. Plas-Tex Corp., 


‘Dept. HA, 2525 Military Ave., Los 


Angeles, Calif. 


Item 17 
Buffet type portable table 


Here’s a portable table fashion- 
designed for living rooms, dens, or 
dining rooms. The table is 36 in. 
wide with a Perma-Clad Random 
walnut finish. It weighs 33 pounds 


— 





and folds for carrying on its own 
handle. All-Luminum Products Co., 
Dept. HA, 36th & Reed Sts., Phila- 
delphia 46, Pa. 


Item 18 
Popular priced lawn rake 


Economy minded customers will 
be interested in this 18-tooth lawn 


Sf 


rake, in Green Thumb quality, 
priced to sell profitably for under 
$2. The white ash handle is 43 in. 
long. The teeth are locked in and 
braced. Carries a guarantee of 
satisfaction or free replacement. 
Union Fork & Hoe Co., Dept. HA, 
Columbus 15, Ohio. 


Item 19 
Sealing compound display 
Display rack for complete line 


of DAP products is offered with- 
out charge when accompanied by 


a package order including limited 
quantities of each DAP product. 
This rack displays the full line of 
DAP home-use products in only 214 
sq ft of floor space. DAP, Inc., 
Dept. HA, 5304 Huberville Ave., 
Dayton 3, O. 


Item 20 
New base on housekold bulbs 


This new aluminum base will be 
on all GE standard medium-screw 
incandescent light bulbs by fall. Its 
increased strength makes less like- 
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Want more details? Just circle item number on p. 69 


ly the possibility of damage. Also, 
a mechanical gripping feature has 
been added to assure a firmer hold 
of the glass bulb to the base. Gen- 
eral Electric Co., Dept. HA, Cleve- 
land 12, Ohio. 


Item 21 
Shotshell reloading press 


The Grand American shotshell 
reloading machine enables the aver- 
age shotgun enthusiast to turn out 
six shotshells a minute. All mov- 
ing parts are oil impregnated case- 
iron steel. Each stroke of the op- 
erating handle accomplishes six 


separate functions at one time. 
Lyman Gun Sight Corp., Dept. HA, 
Middlefield, Conn. 


Item 22 
Slip clutch on snow remover 


Moto-Mower’s 15-in. Snow 
Thrower has a slip clutch that pre- 
vents damage to the chain-drive 
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transmission by halting the ma- 
chine when the impeller hits an 
obstacle. The engine is over the 
rear wheels for maximum maneu- 
verability. A reversible chute 
throws snow up to 16 ft to the 
right or left. A handle-mounted 
lever starts, stops, chokes and con- 


trols engine speed. Suggested re- 
tail is $109.95. Moto-Mower, Inc., 
Dept. HA, 625 South G St., Rich- 
mond, Ind. 


Item 23 
Portable electric heaters 


Sunbeam has entered the port- 
able electric heater market with 
this three-model line in two sizes. 
These units feature radiant heat 
with propeller-driven fan, ribbon 
heating element, and thermostat 
control. The smallest heater (Model 
8600, shown) has 1320 watts and 
sells for $21.95. The large sizes, 


4 


Model 8610 and 8620 with wattages 
of 1320 and 1650 list for $34.95. 
Sunbeam Corp., Dept. HA, 5600 
Roosevelt Rd, Chicago, Ill. 


Item 24 
Rugged, roomy pup tent 


Wenzel’s new, larger, pup tent is 
made of 6 oz green water and mil- 


dew resistant material for rugged 
service. The tent is 5 x 7 ft with 
an extension end, and is 3 ft high. 
Furnished with jointed all-metal 
poles, hardwood stakes and ropes. 
H. Wenzel Tent & Duck Co., Dept. 
HA, 2200 S. Hanley Rd., St. Louis 
17, Mo. 


Item 25 
New single shot revolver 


This new Savage mode! 101 pistol 
is styled like a western single shot 
revolver. The revolver fires .22 long 


rifle, long and short cartridges. 
Safety features make it an excel- 
lent beginner’s handgun, and kit 
gun for fishermen, trappers, and 
campers. List price is $19.50. Sav- 
age Arms Corp., Dept. HA, Chico- 
pee Falls, Mass. 


Item 26 
Self service hook display 


Wright & McGill’s new Eagle 
Claw hook display is aimed at the 
self service customer. The display 





BETTER BALANCE 
AND CONTROL 


BETTER TITE- 
\— GRIP SANDPAPER 


90% MORE HOLDER 


SANDING SURFACE 


New B&D Finishing Sander 
cuts sanding hours to minutes 





Black & Decker’s NEW action-packed U-66 Finishing 
Sander has a 50% larger sanding area for faster sanding and 
refinishing. Professional type king-size platen, feather light 
control and broad-shouldered B&D power make it a natural 
choice for jobs rough or fine . . . for heavy-duty material re- 
moval or fast refinishing. 


The addition of the U-66 to the B&D Long Line offers 
your customers the widest choice in sanders and features. 
Now you can sell Black & Decker Sanders in a choice of price 
and performance that can make every Sander prospect your 
customer. Prices start as low as $29.95. For free catalog, 
write: THE Biack & DeEecKER Mrc. Co., Dept. L-080, 
Towson 4, Maryland. 


Black = Decker: 


B&D DUST-LESS ATTACHMENT. Dust-Less Attachment equips ; WORLD'S LARGEST MAKER SS 
any B&D Finishing Sander for clean, dust-free operation. OF POWER TOOLS axes 
Want more facts? Circle 124, p. 69 
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weet & 


MOBR MESA 


aGle a 
CLAW Snefled Books 


“Teer NOOK AnD How” 








holds three gross of snelled hooks 
on 72 pocket-pack cards, six snelled 
hooks to the card, 12 cards to the 
peg. The open-face card shows the 
hook, style, and size. The display 
is 14% in. wide, 13% in. high, and 
1 in. deep. Wright & McGill, Dept. 
HA, Drawer 518, Aurora Station, 
Denver 8, Colo. 


Item 27 


Boring tool merchandiser 


This boring tool merchandiser is 
the latest in the Stanley line of 
Uni-Racks. Boring tool rack No. 
BH5D contains one each of 
Profitool items: No. 923 10-in. bit 
brace, No. 945 10-in. bit brace, No. 
H1253 10-in. bit brace, No. H1220 
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hand drill, No. H1214 hand drill. 
A free wire rack (13% x 17% in. 
long) comes with header and price 
tickets. It holds two each of the bit 
braces and two each of the hand 
drills. Retail value $33.35. Dealer 
cost $22.22. Stanley Tools Dvuv., 
Stanley Works, Dept. HA, New 
Britain, Conn. 


58 «© HARDWARE ACE, August 25, 1960 


Item 28 
Non-thinning paint additive 
Proflo is a paint additive which 
increases paint coverage without 
thinning or dilution. It can be 
mixed with vinyl latex, rubber la- 
tex, acrylic latex, oil base and 
enamels. Added to paint, Proflo 
reduces peeling, stops rust and ex- 
tends pigment coverage. Available 








in half-pints, pints, quarts, and 
gallons. DeMert & Dougherty, Inc., 
Dept. HA, 1600 Clark St., St. Louts, 
Mo. 


Item 29 


Bright aluminum cake pan 
Mirro’s new cake pan features 
a transparent polystyrene cover 
which fits securely, and is easy to 
open and close. Made of aluminum, 
the pan is quick-heating and can 
be used for baking biscuits, roast- 
ing, or preparing salads and des- 


serts. The 13% x 9% x 2 in. pan 
retails for $2.95. Mirro Aluminum 
Co., Dept. HA, Manitowoc, Wis. 


Item 30 
New planter for small ivy 

This brass-plated Wheelbarrow 
table planter, No. 327-B, is ideal 


for small ivy and flowering plants. 
The wheelbarrow measures 10% x 
31% in., and is 4 in. high. The 
rectangular shaped plastic plant 
holder is removable. The planter 
is packed one dozen to a carton and 
retails for about $1.29. Artistic 
Wire Products Co., Dept. HA, 
Taftville, Conn. 


Item 31 
Dishpan with handles 


This Rubbermaid dishpan for 
any soap-and-water chore has grip 





handles for easy carrying and lift- 
ing. It’s made of flexible, durable 
material, and fits all standard sink 
basins. Available in color-fast red, 
white, yellow, pink, turquoise and 
sandalwood. Sells for $2.49. Rub- 
bermaid Inc., Dept. HA, Wooster, 
Ohio. 


Item 32 
New saw blade for plywood 


Here’s a new saw blade from 
Simonds for cutting plywood, with 
or across the grain, without sliv- 





pacemakers 
e line 


Three profit 
ANSCREW’s complet 


from st 


No. 7 Hexagon Key Kit Counter Display 


Eye-catching blue and orange merchandiser 
displays 24 No. 7 Hex Key Kits. . . each 
containing seven alloy steel keys packed in 
attractive pocket transparent plastic case. 
Hex sizes %,” through 14”. A fast moving 
impulse item for additional sales. 


Socket Set Screw and Hex Key 
Assortment No. 15 


Carefully selected assortment offers a working 
stock of popular size socket set screws and hex 
keys at minimum investment. Contains 25 each 
of most popular socket set screws, smaller 
quantities of 6 most wanted hex keys. Packed in 
attractive plastic box with handy selector chart. 
Refills of individual items available. 


New Stanscrew Hex Machine 
and Carriage Bolts 


Attractively boxed and labeled . . . over 500 

sizes available from stock. These premium 

quality fasteners, produced to the same standards 
of precision and uniformity as Stanscrew 
industrial fasteners, build customer acceptance. 





These are just three outstanding profit opportunities ATTENTION WHOLESALERS 
from Stanscrew’s complete selection of over 5,000 


different types and sizes of standard fasteners. Others the profit-maki tamies , 
include additional hex key kits . . . cap screws... profi ing opportunities of Stanscrew’s 


hex nuts... dowel pins... pipe plugs... studs... complete fastener line, write today. You'll be 


many others. Call your hardware wholesaler today. particular ly pleased by Stanscrew’s fast de- 
livery on all items, and our moderate prices. 


If you are not already offering your retailers 








STANSCREW FASTENERS 


CHICAGO | THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HIMS | HARTFORD MACHINE SCREW COMPANY, HARTFORD, CONNECTICUT 
WESTERN | THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 


STANDARD SCREW COMPANY 2701 Washington Boulevard, Bellwood, Illinois 
Want more facts? Circle 125, p. 69 
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STARRING today in the 


nation’s most. interesting 
lelitich-eamme Aelel am islet) am elec} ite-}e) i= 
cabinet hardware line! 


STARS . 


FAST SELLING 


Americana: 


‘ 
‘ 


Handsome steel and die-cast pieces 
beautifully finished in Chrome, Black, 
Polished Brass, Polished Copper, 


Nickel or Prime Coat. 


SWEPT-WING 
HINGE 

2519 

Flush Type 

2516 
Semi-Concealed 
Type in %", 2", 
5, %" 


~~ 
~_ 


518 
Offset Type in 3%" 
DRAWER SLIDES 


7652 
All-stee! 
sturdy drawer 
slide, mounted 
under drawer 
in center with 
only four nails 


V-PULLS (with concave center) 


(not avail- 
able in nickel) 


SEMI- 
CONCEALED 
HINGE 


7416 

For overlaid 
doors up to %4"" 
thick 





ALWAY MAGNET 
CATCH 


#232 

Only catch in its 
price class that can 
be used on lipped, 
flush or overlay 
doors (Aluminum 
only} 


Ask for complete 
catalog & i 
list TODAY. 
tractive finished 
Birch Plaque 
1/2" xI5'2"'x'/." 

to display 
mounted sam- 
ples available 
upon request 


TS Co. 


: ie 
STAR rare pe at. 


Sold through wholesalers only 
Want more facts? Circle 126, p. 69 
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ering. The blade will also cut off 
and mitre softwood, hardwood, 
wallboard, Celotex, and other like 
materials. Made in 8-in. diameter 
with center-hole bushed to fit 
either °g or % in. arbors. The Si- 
Clone No. 88 sells for $4.95. Si- 
monds Saw & Steel Co., Dept. HA, 
Fitchburg, Mass. 


Item 33 


Worm-drive hose clamps 


Here’s a new line of heavy-duty 
worm-drive hose clamps and V\- 
band couplings for use in joining 


hose and pipe where extreme pres- 
sure and vibration conditions pre- 
vail. The Hi-Torque will withstand 
up to 180-in. pounds wrench torque. 
All parts are made of stainless 
steel. Available in standard diam- 
eters from 1-to-6% in. in incre- 
ments of %4-in. V-band couplings 
are for compactness. They range in 
sizes from 3-in. diameter upwards. 
Federal Laboratories, Inc., Dept. 
HA, Saltsburg, Pa. 


Item 34 
Orbital and straight sander 
Here is a combination heavy-duty 
orbital and straight line electric 
sander, Skil Model 692 Orbit/Line 
Sander. A motion switch at the 
side provides either action without 
need of tools for adjustment. Model 
692 is for sustained use in industry 
or in home or school workshops. 
The sanding surface is 4% x 9 in. 
An auxiliary control knob can be 
used on top or side. The unit 


Y 
¢ 
% 
“a 


weighs about 7% lb. Retails for 
$69.50 or, if a dust pick-up unit is 
ordered with it, the unit becomes 
Model 693 at $79.50. Skil Corp., 
Dept. HA, 5033 Elston Ave., Chi- 
cago, Ill. 


Item 35 
Plastic storm windows 


Economy minded customers will 
be traffic for these single-piece plas- 
tic storm windows. The clear heavy 
plastic is break resistant and fea- 
tures a built in heavy-duty edge for 
installation. They are available in 





300-ft roll cartons—fifty 6-ft win- 
dows in one continuous length at 
414¢ per square foot. Single win- 
dow kits for single windows, four 
windows and nine windows are also 
available at prices ranging from 
39¢ to $2.98. Kordite Co., Dept. 
HA, Macedon, N. Y. 


Item 36 
Punch bowl and cup sets 


Continental Can’s holiday punch 
bowl and cup sets consist of a 2% 
qt serving bowl and six mugs in 


milky glass white, etched in bright 
red and green. The serving bow! 
of the Egg Nog set carries a Jin- 
gle Bells theme, while the Tom and 
Jerry set features Auld Lang Syne. 
Sets retail for $1.98. Continental 
Can Co., Dept. HA, 100 E. 42nd 
t.. New York 17, N. Y. 


Item 37 
Outdoor lighting displays 

Two outdoor lantern displays by 
Emerson require a minimum of 


floor space. The larger display 
(shown) holds six lanterns and 
three posts, or three porch fixtures 
can be mounted. The small display 
shows either three post lanterns or 








For quick turnover, 
steady profits ... 
Display Anchor Brand snaps 


No. 1 Snap Assortment 

2 doz. %”’ No. 5037 Open 
Eye Spring Snaps 

2 doz. %” No. 437 Swivel 
Eye Spring Snaps 

1 doz. %” No. 231 Open Eye 
Bolt Snaps 


1 doz. %” No. 225 Swivel 
Eye Bolt Snaps 


Anchor Brand snaps are a profitable staple, sell steadily all year 
around because they have hundreds of uses for home, farm, ranch 
and shop. Display them — and you profit. 

Try our No. 1 Display Box on your counter, and watch the cus- 
tomers buy. It contains four of the most popular spring and bolt 
type snaps — six dozen in all, open eye and swivel eye. 

You can be prepared for all requests when you stock a wide 
variety of Anchor Brand snaps. They come in all sizes and types, in 
steel, iron, brass, bronze and drop forged steel for use with rope, 
leather, wire or chain. Check with your jobber for your supply of 
the Anchor Brand line of snaps with quick turnover, steady profits. 


co Go 


No. 3142 Snap, No. 251 op 
swivel eye, swivel eye, 5” to 
%” 1%”, five sizes 


No. 5016 Snap, 
loop eye, 1” 


No. 734 Snap, 


NORTH |< JUDD soled Ope 
Manufacturing Company Vai", %", Ya" 


New Britain Connecticut 


New York" * Boston ¢ Philadelphia « Atlanta * Jackson (Miss.) * West Paim Beach (Fla.) 
Rochester(N.Y.) °¢ Pittsburgh -« Detroit * Chicago * Minneapolis - St. Louis 
Dallas * LosAngeles * SanFrancisco - Seattle * ##Montreal «- London 
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two porch fixtures and one lantern. 
Both displays are adjustable from a 
minimum height of six feet. Emer- 
son Imperial Lighting Co., Dept. 
HA, Latrobe, Pa. 


Item 38 
New natural wood finish 


Wood Lore is a one-product wood 
finish. No primer or sealer is 
needed. Can be used on any in- 
terior wood surface, bare, stained, 
painted, varnished or enamelled. 
Wood Lore is completely washable. 








and won’t darken or _ discolor. 
Pierce & Stevens Chemical Corp., 
Dept. HA, Buffalo 3, N. Y. 


Item 39 

Chain saw with 2-gear-ratios 
Remington’s new chain saw, 

Model SL-5G, is for quick, simpli- 

fied gear-ratio changeover for 

either heavy-duty or extra heavy- 

duty cutting. Gear ratios of 2-to- 
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1 and 3.2-to-1 are available, with 
installation of the selected ratio by 
use of special pinion assemblies. 
The transmission design also per- 
mits mounting of the saw’s guide 
bar either at the centerline or at 
the right side for bucking or low 
stump cutting. Remington Arms 
Co., Dept. HA, Bridgeport, Conn. 


Item 40 
All-purpose metal mender 


Magic Steel is recommended for 
soldering, sealing, repairing, and 
filling all metals. In addition, it 
sticks fast to wood, glass, porcelain, 
concrete and other construction ma- 
terials. Applied with an applica- 
tor cap, it hardens in about three 
hours. No heat or tools are re- 
quired. Available in 6'%-oz tube 


REAL STEEL IN PLASTIC F¢ 




















for $1, and in 2%4-o0z tube for 59¢. 
Magic Iron Cement Co., Dept. HA, 
14215 Caine Ave., Cleveland 28, 
Ohio. 


Item 41 
Gun wipers in plastic bags 


Hoppe’s Gun Wipers are now 
sold in a reusable dust-free plastic 
bag. As separate items, the wipers 
sell for 10¢. In addition, two of 
the 9 x 9 in. square wipers in the 
plastic container are also included 
in the Hoppe’s Utility Gun Clean- 
ing Kit. Frank A. Hoppe, Dept. 
HA, 2314 N. 8th St., Philadelphia, 
Pa. 


Item 42 
Automatic sponge yarn mop 


Housewives in a hurry will be 
especially interested in this sponge 


yarn mop that wrings itself dry. 
Your customers’ hands never touch 
water. The mop wrings dry auto- 
matically. This Quickie mop, Ring- 
A-Mop, has DuPont sponge strands 
and sells for $3.95. Refills are $1.49. 
Quickie Mfg. Corp., Dept. HA, 20th 
& Oxford Sts., Philadelphia 21, Pa. 


Item 43 
Instant tape dispenser 


Plymouth Rubber’s Flip-N-Cut 
tape dispenser holds a standard 66- 
ft roll of Slipknot No. 7 tape. It 
is made of high-impact rigid plas- 
tic. It is easy to use, handy to 
carry, and sturdy enough for tool 
box or on the job use. Available 


free with each 66-ft roll of Slip- 
knot No. 7. Plymouth Rubber Co., 
Dept. HA, Canton, Mass. 


Item 44 
Dispenser for hand cleaner 


Gears, threaded screw rods, pis- 
ton plates, and complicated locking 
devices are eliminated in this new 














Creates more sales with accessories 
DELTA IS THE BIG PROFIT LINE 


On every Delta you sell today, there’s a built-in 
sales potential for tomorrow—accessories. This is 
a real profit plus for you because Delta offers 
the world’s largest line of power tool accessories. 
Repeat business on Delta accessories not only 
builds your in-store traffic, but can often double 
the actual profit you realize on the sale of each 
tool. (And you can even cash in on accessory 
sales for Delta tools your customers already own!) 

Delta Homecraft tools offer you more con- 
tinuing profit opportunities. You have a tool to 
sell every prospect, make profit on individual, 
combination, and ail-purpose tools that meet 
the growing needs of hobby and home improve- 
ment enthusiasts, as well as builders. And you 
profit again and again on the sales of all the 


items you carry that a busy workshop uses. 

Sell the name backed by 31 years of skill and 
experience—the name your customers know and 
prefer—sell Delta Power Tools! 


Get your FREE Delta Profit Guide 
Learn more about the many ways Delta helps you 
profit with Delta Homecraft Power Tools. Write: 
Rockwell Manufacturing Company, Delta Power Tool 
Division, 680H N. Lexington Avenue, Pittsburgh 8, Pa. 
in Canada: Rockwell Manufacturing Company of 
Canada, Ltd., Guelph, Ontario 


‘DELTA INDUSTRIAL TOOLS 


ROCKWELL” 
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hand cleaner dispenser by Quickee. 
Designed for use in small shops, 
gas stations, or other places where 
large dispensers are cumbersome, 
the Quickee dispenser handles a 
convenient 2-lb can of cleaner. 
Quickee Products, Inc., Dept. HA, 
Yonkers, N. Y. 


Item 45 
Hand checkered grip on rifle 


Mossberg’s deluxe 22 cal. 20-shot 
western style rifle, Palomino, now 
has a custom hand checkered grip 
and fore-end for that custom-made 
look. Price remains the same, 
$68.88. O. F. Mossberg & Sons, 
Inc., Dept. HA, St. John St., New 
Haven 5, Conn. 


Item 46 
Emergency paddle for boats 


Owners of motor boats. inboard 
or outboard, will be customers for 
this low-cost wooden paddle for 
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emergency use. If engine power 
fails, the paddle can help avert 
more serious problems that can 
arise while drifting. The wooden 
paddles are designed for long use. 
Allan-Jervis, Dept. HA, 325 Duffy 
Ave., Hicksville, N. Y. 


Item 47 
Six new heavy-duty drills 


Here’s one of six heavy-duty 
drills by Porter-Cable featuring 
full ball bearing construction. 
They are designed for precision 


drilling where correct speed is a 
factor. Available in 4%, to % in. 
sizes. Power is transmitted to 
chuck by compound reduction gears 
for full capacity and drilling 
speed. Auxiliary handle is stand- 
ard equipment on three of six drill 
models. Porter-Cable Machine Co., 
Dept. HA, Syracuse 1, N. Y. 


Item 48 
Lower priced line of pumps 
This new lower priced line of 
Submerga pumps will supplement 
Red Jacket’s Imperial line. The 
pump is built with a %-in. six- 
spline shaft for positive drive of 
impellers. The water-lubricated 
motor has windings hermetically 
sealed in stainless steel. Pump ends 
are of rigid cast iron that resists 
electrolysis. Two series of Custom 
Submerga pumps include four sizes 
of 7 GPM models from % to % hp 
and two sizes of 10 GPM with ™% 


and %4 hp motors. The lowest price 
model lists at $172.50. Red Jacket 
Mfg. Co., Dept. HA, 1051 S. Rolff 
St., Davenport, Iowa. 


Item 49 
Three-way paper dispenser 
Loma’s new paper dispenser is a 
combination of aluminum and 
plastic. It holds three reels of any 
size wax paper, foil, and paper 
towels. It is constructed to stand 
on its own frame, or flush against 
the wall, or flat on any surface. 
Available in opal white with gold 
design and trim, antique gold with 
gold design and trim, mocha with 


gold design and trim. No. 783, 
sells for $9.95. Loma Industries, 
Inc., Dept. HA, Ft. Worth, Texas. 


Item 50 
Two new light pull-downs 


Traditional contrasts with con- 
temporary in two new Moe light 
pull-downs. The contemporary de- 
sign (shown) features shade, urn, 
reel and canopy in polished copper 
(M-1529) or polished brass (M- 
1529-1) with white ceramic glass 
diffuser. Traditional design fea- 
tures ox-bow of weathered pine in 














at the 15th Annual 


NATIONAL HARDWARE 
ED | “S coscoce tires acumen 


Set your sights on profits offered by more than Corral first-hand information about thousands of 
1,000 manufacturers of hardware, housewares products new in design or concept. Round up 
and allied items .. . lawn, garden and outdoor everything you need to know about prices and 
living products. packages and promotions. 


Don’t let your competitors get the drop on you. Fill out and mail the coupon for your free badge 
Plan now to draw a bead on “what’s new” at of admission. 

the most complete and diversified trade show 

in America. 


ns ee ee ate a 


NATIONAL HARDWARE SHOW 


T I Suite 1103, 331 Madison Ave., New York 17, N.Y. | 
NA IONAL Please check below if you wish us to make hotel reservations for you. 


(Please Print) 


HARDWARE SHOW | im i 


STREET 


! 
| 
! 
! 
OCTOBER 10-14 ae" STATE : 
oe 
| 
| 
| 














» TYPE OF BUSINESS 
° Sh} & is Please check below the classification of your business. 
at the Coliseum a Og Wholesaler [] Retailer |] Dept. & Chain Store Buyer 
a , |_| Importer-Exporter | | Mfgrs’ Agent [| | Manufacturer [ | Other 
” + J 
ii New York City __] Please send us your hotel reservation blank. 


Minors under 18 yrs. of age will not be admitted under any circumstances. | 
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JEFFERSON 


Stocks Everything in 


MARINE FASTENINGS 
for Shipment Today! 


MONEL © NAVAL BRONZE 
SILICON BRONZE 
BRASS © ALUMINUM 
STAINLESS STEEL 


..and America’s Most Complete 
Stock of Galvanized Bolts! 


~~ — ~ 
po i sa a peat oamaeens te 


VEFFERSON Screw 


®@ Industry's easiest-to-use catalog 
places all your Fastening needs at 
your fingertips! Large, clear listings, 
helpful illustrations. Use your 
Jefferson catalog today and every 
day. Additional copies available 
free on request. 


® Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N.Y. 
$Pring 7-8400 
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antique finish, scalloped edge an- 
tique brass, 16-in. shade and hand- 
blown opal glass chimney. Moe 
Light Div., Thomas Industries, 
Dept. HA, 207 E. Broadway, Louis- 
ville, Ky. 


Item 51 
Spray paint Christmas label 


Illinois Bronze Powder’s new 
line of spray paint is available with 
a new foil label marked “Christmas 
Color Spray.” The Christmas Color 
Spray line can be sold all year 
round as a general household paint 
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by removal of a portion of the label 
after the Christmas season. //llinois 
Bronze Powder Co., Dept. HA, 
2023 S. Clark St., Chicago, Ill. 


Item 52 

Low cost slide projector 
Kenner’s Give-A-Show projector 

is made of high impact plastic, with 

a precision lens. The _ projector 


comes complete with 112 color 
slides of children’s 16 favorite TV 
and real life characters. In addi- 
tion, the projector will also project 
regular 35mm color slides. No. 501 


is 10-in. long’ and 6-in. high. Re- 
tails for $5. Kenner Products Co.., 
Dept. HA, 912 Sycamore St., Cin- 
cinnati 2, Ohio. 


Item 53 
Rust resistant coil chain 

Proof Coil chain is now available 
in a new Hi-sheen, rust resistant 
finish from McKay. The chain is 
packed in a 5-gal water-resistant 
steel pail. It’s made from low 
carbon steel, with an average 
tensile strength of 55,000 psi. 
Available in ys, %, ve and %@ in. 
sizes, with color coating every five 
feet for positive measuring. McKay 
Co., Dept. HA, 1005 Liberty Ave., 
Pittsburgh 22, Pa. 


Item 54 
Medium-range chain saw 


This model one/6l1 saw is the 
latest addition to the McCulloch 
power saw line. It has a 3:1 trans- 
mission for woodcutting where 
lugging power is required. De- 
signed for felling and bucking ply- 
wood, bumping knots, etc. Has au- 
tomatic rewind starter, finger-tip 
controls and a new spark arrester 
muffler. Comes equipped with 16- 
in. cutter bar and Super Pintail 
chain. Holds standard bars up to 





32 in. in length, in addition to 15- 
in. plunge bow and 24-in. paddle 
bow. McCulloch Corp., Dept. HA, 
6101 W. Century Blvd., Los An- 
geles 45, Calif. 


Item 55 
Free counter merchandiser 

This counter display-merchan- 
diser is available free from Bell 
Electric with the purchase of each 
40-plate assortment of its new line 
of Woodgrain wall plates. The two- 
color display contains four toggle- 
switch plates, one each in the four 
wood finishes: limed oak, birch, 
maple, and walnut. The display as- 
sortment consists of 20-varied tog- 


gle-switch plates and 20 assorted 
duplex plates. Bell Electric Co., 
Dept. HA, 5735 S. Claremont Ave., 
Chicago 36, Ill. 


Item 56 
Combination wrench display 
This new 20-piece combination 
wrench display is suitable for wall 
mounting and can be used singly 
or in combination with other 
Vichek tools. Designated as HD- 
110, it includes three wrenches 
each of %%, 7/16, %, 9/16, 5, and 
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2 new protit builders 


KOLORLUM WEATHERSTRIP KOLORLUM WEATHERSTRIP 











KOLORLUM~— another “‘first”’ from National—will put money 
in your pocket! Now you can offer customers the beauty of color 
plus the utility of aluminum—at a price that will stimulate sales 
action. KOLORLUM will sell fast because it’s CONVENIENTLY 
PACKAGED, EASY TO HANDLE, SIMPLE TO DISPLAY. 


| ¥ Write today for details and prices. 
warrowas #6141 MATIONAL METAL PRODUCTS COMPANY 
Sena 2 Gateway Center, Pittsburgh, Pa. 
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DON’T SHOOT! 
It’s a Decoy... 


ree === 


| Stock and Sell 
The Complete Line 
of Victor Decoys 


Ay 


No. D-10. Victor Majestic Standard. 
Life-size Tenite Plastic. Seven species. 


Wait ’til you and your customers see the new 
No. D-2 Victor emier duck decoy. It’s 
been completely redesigned with a higher 
silhouette and modern broad-body realism. 
The Victor D-2 has always been popular and 
this year it should really lool thee sales 
parade. Made of molded fiber; pre-balanced 
and waterproof. Mallard has head and wings 
inted with iridescent paint. Six species: 
allard, Black Duck, Pintail, Red Head, 
ee Canvasback, Blue Bill. 
No. D-5 Victor Canada Goose. Authen- Also No. D-3 Victor Magnum. Slighily 
we fren he yoy and larger than D-2. Nine species. 
eeder e heads. Also w ean 
Blue Gen _ . Stock Early — Order from Your Wholesaler 


Also: No. 0-12, Vicor Deluxe Conado y ANIMAL TRAP COMPANY OF AMERICA 
emainiinieneains amet (Lititz, Po. © Pascagoula, Miss. © Niagara Falls, Ontarie 
Want more facts? Circle 132, p. 69 
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No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species. 
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34 in. sizes and two 11/16 in. 
wrenches. Vichek Tool Co., Dept. 
HA, 3001 E. 87th St., Cleveland 4, 
Ohio. 


Item 57 


Three openers in one unit 


This new Open-It by Masonware 
combines three openers in one. It’s 
a can piercer, bottle opener, and 
jar-lid opener. The _ nickel-plated 
opener is packaged in a blister 


pack complete with screws. Retails 
for about 69¢. Masonware Co., 
Dept. HA, Dexter Rd., East Provi- 
dence, R. I. 


Item 58 


Compact reflector bulb 


GE’s compact, 50-watt reflector 
bulb throws a beam of light suit- 
able for such uses as highlighting 
in the home and short-throw dis- 
play lighting in business establish- 
ments. The bulb is 21% in. in diam- 
eter, and can be used effectively 
in. pole lamps, wall brackets, decora- 
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tive fixtures, and recessed surface 
and suspended downlights. The 
bulb, No. 50R20, retails for $1.95. 
General Electric Co., Dept. HA, 
Nela Park, Cleveland, Ohio. 


Item 59 


Odorless drain pipe cleaner 


Boyer’s Instant Drain Pipe Sol- 
vent is odorless and fumeless. The 
formula is based on potassium 
compounds which are more active 
chemically in dissolving and lique- 
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fying drain-clogging elements. 
Packaged in a silver, white and 
rust 14-0z can, with easy opening 
plastic top. Boyer Chemical Co., 
Dept. HA, Evanston, Ill. 


Item 60 


Combination toaster-broiler 


Here’s a combination electric 
toaster-broiler styled to match din- 
ing room or dinette decor. Avail- 
able in high-mirrored chrome or 
copper, the unit weighs about 6 
lbs, and can be used right on the 


table. Model 1506 in chrome has a 
suggested retail of $13.95, and 
Model 1504 in copper, $16.95. 
Proctor-Silex Corp., Dept. HA, 700 
W. Tabor Rd., Philadelphia 20, Pa. 


Item 61 
Improved soft point bullets 


Here’s a new line of improved 
soft point bullets by Winchester- 


= | 
i 


Western, for uniform controlled 
expansion on thin and medium 
skinned animals. Available in 14 
calibers and various weights, it 
offers hunters a choice of a Power- 
Point for animals from small pests 
to the large game. Olin Mathieson 
Chemical Corp., Dept. HA, 460 
Park Ave., New York 22, N. Y. 


Item 62 


Casserole with holiday motif 


A vibrant shade of autumn red 
is featured in the two-quart Holi- 
day casserole and cradle in Corn- 
ing Glass Pyrex Ware 1960 fall 


gift line. Each casserole is gift 
packaged and will sell for $3.95. 
Corning Glass Works, Dept. HA, 
Corning, N. Y. 


Turn to p. 72 for a listing of 
new aids to help you sell better. 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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BUSINESS REPLY MAIL 
No postage necessary if mailed in the United States 
NEW YORK 14, N. Y. 
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State oe 
My wholesaler 
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Card is valid 8 weeks only 





HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


P Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


eee 
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361 376 
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397 399 407 411 
415 417 420 429 
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POSTAGE 


HARDWARE AGE 


Post Office Box 60 
Village Station 
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Third cover adv. Back cover adv. 


BUSINESS REPLY MAIL 
NEW YORK 14, N. Y. 


No postage necessary if mailed in the United States 








Street 
City . 


My wholesaler 
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Card is valid 8 weeks only 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 69 for your copy 


ITEM 87 HACK SAW BLADE CATALOG 
—Describes and gives specifications 
for all types of hand hack saw 
blades. Data in the three-color cata- 
log includes blade size, teeth per 
inch, type of alloy and recommended 
uses. G. W. Griffin Co., Dept. HA, 
Franklin, N. H. 


ITEM 88 FIREPLACE EQUIPMENT 
FOLDER—This dealer aid, for gen- 
eral distribution or direct mail, il- 
lustrates nine different fireplace en- 
sembles, each with coordinated 
tools. In turn, each ensemble is 
shown in traditional, contemporary 
and modern settings to fit any cus- 
tomers’ preference. A number of 
handle designs for tong and poker 
sets are also shown. There is a 
sketch to show customers how to 
measure a fireplace accurately. The 
mailer, with imprint is available in 
quantity at a small cost. Bennett- 
Ireland Inc., Dept. HA, 66 Ex- 
change St., Norwich, N. Y. 


ITEM 89 BOOKLET ON CREDIT SELL- 
ING—“How to Build Your Busi- 
ness the Way People Buy ... on 
Time” is the title of this booklet 
from Goulds. The booklet gives 
hints on how to use credit to sell 
more pumps. It gives suggestions 
on how you can (1) up grade a 
sale, (2) boost volume, (3) reduce 
accounts receivable problems 
through the Goulds Finance Plan. 
Goulds Pumps, Inc., Dept. HA, Sen- 
eca Falls, N. Y. 


ITEM 90 PERMANENT ABRASIVES 
CATALOG — Sand Shark permanent 
abrasives are described. A free 
counter-perforated panel combina- 
tion display for Sand Shark hand 
Sanding items is featured as As- 
sortment No. 74 which offers 40 
per cent dealer profit. Howard 
Hardware Products, Inc., Dept. HA, 
Newark 8, N. J. 


ITEM 91 POWER TOOL PROFIT GUIDE 
—This free book discusses how 
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Delta power tools can help you make 
profits. Delta Homecraft tools are 
described with illustrations and 
complete details on the line. Acces- 
sories are also pointed up as to- 
morrow’s profit potential after to- 
day’s sale of a power tool. Delta 
Power Tool Div., Rockwell Mfg. 
Co., Dept. HA, 680 N. Lexington 
Ave., Pittsburgh, Pa. 


ITEM 92 CELLAR DRAINER CATALOG— 
Complete information is given on 
the Rapidayton line of submersible 
turbo-drainers. The catalog shows 
standard and deluxe brass lines in 
14, 1/3, %, and 34 hp sizes. These 
cellar drainers have a new type of 
turbine pump with open impeller. 
All models have effective capacities 
at discharge heads of 30 ft and the 
34 hp model pumps 1800 gph at 35 
ft. Tait Mfg. Co., Dept. HA, 500 
Webster St., Dayton, Ohio. 


ITEM 93 LOCKSET SERVICE MANUALS 
—These are simplified manuals for 
Corbin Unit locksets and Russwin 
Unilocs for building maintenance 
personnel and locksmiths and are 
especially useful as a basic manual 
and parts list. Three-dimensional 
drawings illustrate assembly and 
disassembly. Parts are numbered 
for reference to a fold-out master 
parts list. The Corbin manual cov- 
ers 12 models in the 900 series and 
Russwin’s manual details the 600 
series Uniloc. Both include instruc- 
tions for use of special tools and 
reversing the hand of the lock. 
American Hardware Corp., Dept. 
HA, New Britain, Conn. 


ITEM 94 ALUMINUM HARDWARE 
PLANNING GUIDE—Alcoa’s’ 1960 
Market-Maker Planning Guide cov- 
ers promotion materials and mer- 
chandising ideas you can use to 
sell more aluminum hardware. The 
Guide ties-in with a nationwide 
Market-Maker promotion including 
television, newspaper and magazine 


advertising. Proven sales and pro- 
motional tools, promotion sugges- 
tions and publicity ideas are de- 
tailed. Also, selling features of alu- 
minum products are covered. Alu- 
minum Co. of America, Dept. 
HA, Alcoa Bldg., Pittsburgh, Pa. 


ITEM 95 MAGNIFYING GLASS BOOK- 
LET—This 14-pager lists 65 individ- 
ual models of readers and magnifi- 
ers in the Bausch & Lomb line. 
Items covered in the newly revised 
descriptive catalog include folding 
pocket magnifiers, watchmaker’s 
loupes and a wide selection of round 
and rectangular readers. The entire 
line includes powers from 2x to 20x. 
Bausch & Lomb Inc., Dept. HA, 
Rochester 2, N. Y. 


ITEM 96 JET PUMP LINE BULLETIN— 
Flex-O-Jet jet pumps for shallow 
and deep wells are covered in this 
catalog bulletin. Models available in 
3 and 1 hp sizes suited for well 
depths of 25 to 130 ft as well as 
for straight centrifugal pump re- 
quirements are described. The new 
line is also designed for use where 
high pressures are needed. Prices 
are included in the bulletin. Duro 
Co., Dayton 1, Ohio. 


ITEM 97 HAND POWER SANDER CATA- 
LOG — Black & Decker’s new U-66 
finishing sander, with a 50 per cent 
larger sanding area, is featured in 
this free catalog. Complete details 
on the U-66 and other B & D sand- 
ers and equipment are given. The 
dust-less attachment for all B & D 
sanders is of particular interest in 
the accessories section. Black & 
Decker Mfg. Co., Dept. HA, Tow- 
son, Md. 


ITEM 98 LOCKING PLIER CATALOG— 
Channellock pliers for 1960-61 are 
described in detail in this newly is- 
sued edition. The Channellock No. 
420 plier receives particular atten- 
tion. Champion DeArment Tool Co., 
Dept. HA, Meadville, Pa. 


ITEM 99 ELECTRICAL SUPPLIES CATA- 
LOG— Wire and cable, cord sets, 
fuses, wiring devices and many 
other electrical supply items are 
covered in catalogs available from 
Royal. Specifications, descriptions 
and ordering information are given. 
Royal Electric Corp., Dept. HA, 
Pawtucket, R. 1. 





AMES 
SHOCK BAND 


f 


means less / 
handle breakage! # 


AMES SHOVELS ARE 
TOUGH WHEN THE 
GOING IS ROUGH 


here’s 
the 
difference... 


Ames shovels feature the exclusive 

shock band construction, eliminating 

rivets at end of socket. There are no 

vertical rivets to break important wood 

fibers in handle. You get all the strength 

nature built into fine Northern Ash. Ames 

shock band means a circle of steel surround- 

ing and supporting the handle, a full 3” above 

ONE horizontal rivet. Laboratory tests prove 

Ames handles are stronger — stronger than 
government or railroad specifications. 


< : SHOVELS 
QmEs. fener produtl Cur higher Mandardy tm ram 
q( 1774 4) ; METAL HOUSEWARES 


"S. AMES CO. PARKERSBURG, WEST VIRGINIA 
Want more facts? Circle 134, p. 69 
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How to hypo paint sales 


When a dealer triples paint volume in three years, that’s news. 


These proven ideas can work for dealers seeking better paint profits. 


If someone told you you could triple paint sales in 
a few years, you would probably say “nonsense!” Yet 
it can be done, and has been done. 

H. A. Richardson, Jr., partner in Bowie (Texas) 
Hardware, says: “We have tripled our paint volume 
in three years through: (1) Close contact with build- 
ing contractors. (2) Suggestion selling approach with 
individual customers. (3) Use of color charts.” 

Bowie Hardware has a large and complete plumb- 
ing department. This is the department that the firm 
used as a foundation in starting its business, and it 
is a key wedge for more paint sales. 

Mr. Richardson says: “The first bid the contractor 
opens is for plumbing. He comes in to talk about this 
in regards to a remodelling or new construction job. 
We let him know right away that we would like to sell 
him the paint to be used on the work.” 

When plumbing or electrical work is done, painting 
is a must. 

Housewives also bring their building problems to 
Bowie Hardware. Most of the jobs they are interested 
in concern remodelling a bathroom or kitchen. They 
want an estimate of how much it will cost. A rep- 
resentative of the store always makes it a point to 
tell the customer that the store has every paint and 
trim needed for the job. 

Any time a homemaker inquires about a plumbing 
or electrical fixture, she is handed a color chart. The 
customer is urged to take it home, whether she buys 
or not. 

A typical example of the way Bowie Hardware 
pushes paint is the case of the homeowner who plans 
to spend about $1000 for remodelling. An over-all pic- 
ture of the cost breakdown is desired. 

Mr. Richardson lists $300 for labor, $300 for plumb- 
ing. He says, “This lets the customer know how much 
she can allocate for paint, carpet, and related ex- 
penditures. We help figure the entire needs for the 
job.” 

The help given includes financial planning. Bowie 
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Hardware works with the customer in applying for 
loans on jobs desired. Forms for loans up to $3000 
are kept in the store. 

Another illustration is the customer who purchased 
a $500 plumbing fixture and equipment for a bath- 
room and kitchen job. To this was added $100 for 
paint. Another $500 was spent for a built-in oven 


Mr. Richardson (right) uses color charts to start most 
paint sales. More than 3000 of them are used annually. 





ANDROCK ANDY says: 


“THESE 
weLp TO SELL 
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EYEBOLT ASSORTMENTS 


DISPLAY PANELS a 2 ho ep 
have sketches to make your 


sales and profits climb.” Sauer 
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Each self-service display is a traffic stopper — 
with eye-catching sketches suggesting multiple 
uses, indoors and out. Customers sell themselves te 
and help themselves from these dynamic do-it- Se 
| \) 
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| we eyew 
- 


| Braves 
yourself displays. All you do is pocket the profit. re te > ee 
Stock the complete Androck quality line of wire 2 . Way: Ss. 
hardware with the bright zinc finish that’s famous. Lai WW. 
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TURNBUCKLE 
aiiuiios ASSORTMENT 
Ti oe No. 100 
aNeetts rire, CONDUITS, CABLES and TUBES : 
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= , SCREW EYES & HOOKS 
ASSORTMENT No. 542CP 


ANDROCK — MADE BY THE WASHBURN COMPANY, WORCESTER, MASS., AND ROCKFORD, ILLINOIS 


80 years of American manufacturing experience 
Want more facts? Circle 135, p. 69 


HARDWARE AGE, August 25, 1960 © 75 





JAZZ UP 
SUMMER 


BUSINESS! 
VINYL 
POWERGRIP 


No. P339 Assortment 


Fuller products are made in U.S.A., 
England and other countries, of the 
highest quality materials, by skilled 
craftsmen desi for service 


. . « and rigidly inspected to 
serve Fuller Cetity and Reliability. 


C 
SUPER 
SALE 


Profits from a bucket-full of 
Vinyl PowerGrip Fuller Screw- 
drivers! Blister-proof handles! 
Values to 95¢, retail 39¢—2 
for 75¢. Heavy duty, mechanic, 
cabinet, #1 & #2 recessed 
(Phillips type) .. . 50 in all. 
Attractive red and white pail. 
Put ‘em up front. 


ORDER TODAY! 


Want more facts? Circle 136, p. 69 





NONEY 
NMAKER 


This colorful, easeled Display-card 
is your salesman and stockboy. It 
does the work—creates the impulse 
purchase. You just ring up the sale. 





ma Ornorey 


FITS ALL PRORES 
POSITIVE SECURITY 


"TEER ACE PROOE i 
for OFFICE, PLANT, HOME 
AVAILABLE BETES : 
ALiae! ( 
/ @@ Oe 
’ 3 
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Today — install one of these profit 
makers. These $1.00 “security disc 
tumbler” telephone locks sell on 
sight. It’s a high turnover, high 
profit item. Fits all types of tele- 
phone dials. 


Contact your favorite jobber or 
carter industries 
70 McLean Avenue, Yonkers, N.Y. 


Want more facts? Circle 137, p. 69 
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Leading dealers say... 


you can 
count on 


e DROP-IN TYPE 


Super-elastic ... 
applies easier... 
lasts longer. Colors 
in BULK and CART- 
RIDGES. 


A truly complete range of 
sizes in FULL BARREL, 
DROP-IN CARTRIDGE and 
AIR PRESSURE models. 





Ask your jobber about other quality CALBAR products 


CALBAR, inc. 
Philadeiphia 25, Pa. 


Manufacturers of Technical Products 


for over 40 years 


Want more facts? Circle 138, p. 69 





How to hypo paint sales 
(Continued) 


and dishwasher. Bowie Hardware 
figured all costs for the customer. 

“Lots of times,” says Mr. Rich- 
ardson, “a customer comes in for a 
bathroom and kitchen upgrading 
and ends up having the whole 
house done over. In such cases we 
sell orders for paint in amounts of 
$200 and more.” 

Each spring Bowie Hardware 
mails out 2000 color charts to a 
selected mailing list. Purpose of 
this is to show how many colors 
can be selected in the store, and to 
emphasize new color tones. 

“We always give a customer 
who is interested in remodelling a 
color chart, whether he is con- 
cerned about paint or not. Handing 
out about 100 color charts a month 
in this manner often lands us sales 
of paint in up to one out of three 
cases.” 

This store’s sparkling neat paint 
department measures 60 ft wide by 
20 ft in depth, some 1200 sq ft of 
four-tiered gondolas and high wall 
fixtures. 

Lighting, by fluorescent fixtures, 
is held at 50 ft candlepower, for 
ample light is basic to selling more 
paint. 

Other features of the paint de- 
partment deemed basic to boosting 
sales include custom color blend- 
ing, a paint shaker, and a large 
selection of tie-in sundries. @ End 





HARDWARE HUMOR 


"There you are, sir, just as you asked 
. . . EXACTLY two pounds of four 


inch spikes.” 





New winter profit-maker 
backed by big coast-to-coast TV 


ed 4 9 0 O) | 


BRAND 


\ 
SPRAY ] spray 


| DE-ICEA 
— ic) amacls \ can win cows 
windows \ 
\ qs” 


defrosts instantly...melts ice fast 


~ PATENT PENDING 


—_ - 


SEE to GO... in ice ond snow! 


nigel 
Ov 


\ 
RES" OME S 
. 


ASS. . 
>| @ Keeps windshields clear for hours. 
@ Helps your car wheels get a start 


under certain icing conditions. 
® Large push-button can. . . extra value. 


@® Even in zero weather, powerful propellant 
provides strong spray pattern. 


@ Unsticks locks, doors, windows. 
Harmless to car finishes. 


ee §=6Floor and Counter Displayers to help you sell! 





12 can counter display. Takes less 
than one square foot of space. 


oe Big pre-winter networkTV nation-wide 4-color Sun- 
soars 0 campaign.“CHEYENNE,” day newspaper campaign 
plus top college football will help sell “Prestone” 


warm-up programs...and Spray De-Icer. 


| ! | ORDER TODAY 
Mass displayer for high traffic spots. 


‘“‘Prestone,”’ ‘‘Eveready’’ and “‘Union Carbide’’ are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY - Division of Union Carbide Corporation + 270 Park Avenue, New York 17, N. Y. 
Want more facts? Circle 139, p. 69 
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for 
over 
75 years 


 McGILL 


wo 455 TRAPS 


. a 


the McCil MY 6 


Over 75 years of customer preference at- 
tractively packed in this convenient, self- 
service 2-PAC. Eye-appealing, buy-appeal- 
ing, pre-priced two for nineteen cents, and 
transparent package are proven traffic 
stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, nickel- 
plated Alsteel 2-PAC 
sells itself. Easy and safe 
to set, sanitary ejection 
plus fast, dependable 
action features trap 
more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 


attached. 
METAL PRODUCTS 


McGIL COMPANY 


MARENGO ° ILLINOIS 


Want more facts? Circle 140, p. 69 
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Clever signs build traffic 


Unusual billboards attract newcomers 


and hold interest of regular trade. 


Roadside signs are generally a good advertising investment for 
dealers. They serve a dual purpose: Attract newcomers, and hold the 
interest of regular trade. 

The cost of a good roadside billboard, generally from $50 to $100 
monthly, is reasonable, when the cost of a single newspaper adver- 
tisement is weighed in proportion to how long it’s effective. 

Heyman Hardware, Danbury, Conn., has been using billboards for 
some 10 years. Recently the firm decided to switch from standard 
sign format, which had been effective, to the novelty approach shown 
in the photograph. 

“We feel the new signs will attract more attention, but only time 
will tell. At the least, we’re sold on the value of billboards,” says 
store owner Milton Heyman. 

“We are certain the new signs are building up interest, for many 
customers are stopping by to ask me to stand on my head.” 

Heyman Hardware uses six billboards around Danbury. The store 
is taking no chances that a newcomer to town will miss visiting the 
store. The “free delivery” and “budget terms” legends on the bill- 
boards are lures that increase store traffic. 


Store trafttic is 


Pi eS a es i ae 3 ee wigs a ; < 


oe 


built up by a dealer's highway signs, such as this. 





Keep profits HOT in 
cold weather with the 
NEW MOTO-MOWER 


SNOW THROWER 


You can be ready to cash in right 


from the first snowfall this winter 
with this new MOTO-MOWER Snow 
Thrower. Packed with easy to dem- 


onstrate features, it will have buyer 


appeal plus, it will help build 
its own repeat sales when your cus- 
tomers’ neighbors see it perform. 
The most tested unit on the mar- 
ket, it really handles everything from 





heavy snow to slush .. . and throws 


it up to 16’ on either side. A new 


impeller drive slip clutch adds extra 
protection, lets the impeller stop when 
striking hard objects toavoid damage. 


ADJUSTABLE SKID 


This heavy steel skid 
glides it easily, can be 
raised or lowered to con- 
trol height with easy-to- 
reach adjustment bolts. 


REVERSIBLE CHUTE 


Snow can be readily 
thrown to either side by 
simply reversing chute. 


CONVENIENT HANDLE 
CONTROLS 


A fingertip contro! lever 
on the handle provides 
easy control of start, stop, 
run and choke. 


RUGGED CHAIN DRIVE 


With this chain drive the 
impeller will handie even 
heavy packed snow. Slip 
clutch prevents impeller 
damage from solid objects. 


YOU CAN SELL MOTO-MOWER 
SNOW THROWERS TO YOUR 
CUSTOMERS FOR ONLY $5.00 
DOWN WITH THE ALL NEW 
MOTO-MOWER CREDIT PLAN. 


Get the full details now.on MOTO- 
MOWER’S New Snow Thrower and 
New Credit Plan. Ask your distributor 
or write to 


ee PS ek ss Bee 


MOTO-MOWER, inc. RICHMOND, IND. A Subsidiary of the DG dure Corporation 


Want more facts? Circle 141, p. 69 
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How to recapture lost sales 
(Continued from page 47) 


came important the year round. 
Mr. Skiver allotted more space to 
his toys and built a high wall shelf 
around the store for display of the 
larger items, particularly wheel 
goods. 

Top expansion was in _ house- 
wares. Gift items were given at- 
tractive display at the front for 


impulse appeal, and the east win- 
dow nearly always featured them, 
particularly glass ware. 

“We did this to get more women 
into the store,” Mr. Skiver says, 
“and it worked.” What with a 
family shoe store and a dry cleaner 
nearby, and a dozen other stores 
and shops in the next block east, 
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40% PROFIT! | 
KENDALE 


SASH CORD 


Manufactured from the finest spun cotton yarns 
Made for continuing, punishing service 
Outstanding for building construction—window sash, 


overhead doors 


Suitable for hundreds of utility and industrial uses— 
clotheslines, cattle halters, lashing truck tarps down, 
lifting parts in foundries, etc. 


® Free of foreign material 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


World’s most complete line of cordage products! 
Want more facts? Circle 142, p. 69 
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there was a lot of women foot 
traffic out front. The store went 
after it. 


The result was that business in 
the housewares department grew 
to a point where the store’s house- 
wares line was larger than most 
other hardware stores in the area, 
and rivaled some of the downtown 
department stores. 


Mr. Skiver also offered customers 
a credit plan for the first time. 
This, too, helped sales in house- 
wares. 

Still, total sales volume was off. 
Inventory expansion was merely a 
drug, not a cure for the dying 
store. Mr. Skiver therefore began 
offering more and more for the 
corner property. 

He finally was given a definite 
promise of a lease when he doubled 
what the other lessee was paying. 
This meant he would be paying for 
the lot an amount equal to the rent 
he was paying for the store. This 
was no small sum since the store 
comprised 3500 sq ft of floor space, 
and was a choice location in a city 
of 135,000. 


Obtaining the lease nearly doub- 
led Mr. Skiver’s overhead, and even 
so there was no assurance it would 
win back all of his lost business. 

But it was a do or die matter. 
There was no alternative. 

“We carry no large ticket items, 
such as water pumps or large 
power garden equipment,” Mr. 
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“Who’s going to work the night 
shift, Boss?” 





Squeeze! ...and the Swingline 101 Staple Gun 
drives staples with 200 pounds of force! 


ae 
-d 


we 
a 


200 lb. wallop topples sales records... 
Swingline $4.95 Staple Guns have 


more of the selling features 
your customers demand!* 


Mosul : More Swingline $4.95 Staple Guns are sold 


than all others combined. 


*With exclusive push-button loading and built-in staple extractor. Handle lock. 


Pa ” ®@ 
FOR COMPLETE INFORMATION, CONTACT: Swingline: ING. LONG ISLAND CITY 1. NEW YORK 


in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
Want more facts? Circle 143, p. 69 


HARDWARE AGE, Aucust 25, 1960 © 8] 





How to recapture lost sales 


(Continued ) 


Skiver says. “Our merchandise is 
practically all small shelf articles, 
which means our volume depends 
on a tremendous amount of traffic. 
That’s why parking meant so much 
to us.” 

Once he knew the lease was to be 
his, Mr. Skiver began a modified 


realignment in the store, changing 
the physical layout to allow for a 
side entrance from the parking lot. 

The checkout counter, which was 
close to the front door, was relo- 
cated deeper in the store so that it 
favored both a front and side 
entrance. 





STORM 
DOORS 


need sturdy 
Hardware 


—make it Safe! 


Safe Storm Door Hardware 
is designed for a long life 
of reliable performance. 

Depend upon it... for 
quality ...forendurance 
... for beauty. There’s 
a style, material and 
finish for every fall 
and winter purpose. 


oe eet ee bees Phe > e> os 


.. « you can count 
on SAFE for 


Flawless 
FINISH 


Prompt 
DELIVERY 
and 


Competitive 
PRICE 


SAFE PADLOCK and 
HARDWARE CoO. 


Subsidiary of 


THE AMERICAN HARDWARE CORPORATION 
LANCASTER, PENNSYLVANIA 


Want more facts? Circle 144, p. 69 
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Later, traffic through the side 
entrance was three times heavier 
than that through the front. 

Counters and _ shelving were 
cleared from an area along the east 
wall. When the lease was signed 
some months later, the entrance 
was installed before the hamburger 
stand was razed and the lot resur- 
faced for parking. 

Since Mr. Skiver wanted an at- 
tractive side entrance, no attempt 
was made to economize here. A 
metal canopy was installed over the 
entrance both for beauty and as 
weather protection. Wide weather- 
boarding strips, painted pale green 
were added to the exterior flanking 
the doorway. Cost of the entrance 
ran to nearly $1500. Cost of 
making the corner into a parking 
lot was borne by the owner. 


Overhead trimmed at once 


As soon as he signed a five-year 
lease for the property, Mr. Skiver 
subleased part of it to a drug store 
across the street. This eliminated 
a sizeable chunk of his new over- 
head. 


Two departments which had been 
taking a nosedive were paints and 
garden products, particularly the 
latter. “The heavier the item the 
less distance people want to carry 
it,” says Mr. Skiver. “That’s why 
these two categories slipped so 
badly. Generally speaking we al- 
ways had done a big business in 
lawn products, but who wants to 
lug a 50-lb bag of plant food or 
seed two or three city blocks? 
Today we merely step through the 
side store and load bulk items right 
into the car. Lawn product sales 
are again booming.” 


Announcement by newspaper ad, 
direct mail and circulars helped 
promote the new parking facilities. 
At the end of the first six months 
business actually had bounced back 
20 percent. It’s still improving, and 
Mr. Skiver confidently expects to 
regain the full 30 percent before 
this year is over. 


Next year? Volume should shoot 
even higher than it was five years 
ago, for the parking lot means the 
store now is a corner location, and 
the second street away also is 
heavily traveled. @ End 
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self-displaying 
bath scale! 
Takes less than 
V4 square foot 
of space! 
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Model 566 


THE NEW 


SN Ol toy WA OTN = 


© First Fold-Up Bath Scale That Needs No Installation 


© Takes Minimum Space in the Home— Minimum Display Space in Your Store 
® Stands by Itself Beside Your Cash Register 


© A Single Sale Gives You Profit Greater Than Average Full-Year Return for Equal Space* 





With Counselor on your counter, your customers will see for themselves 
that Space-Saver fits anywhere, needs no installation, takes practically 
no space. It weighs up to 300 pounds, accurately, on any surface. Con- 
venient handle at top, gleaming chrome base, easy-clean vinyl plat- 
form. In seven decorator colors. Retail: $11.95, East; slightly higher, 
Far West. For complete information, contact your Brearley sales repre- 
sentative, or write to The Brearley Company, Rockford, Illinois. 


*Based on published figures for average annual profit per square foot for hardware stores. 
Want more facts? Circle 145, p. 69 
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Sales meetings... 


waste or investment? 
(Continued from page 43) 


years. Since the product doesn’t work on the leaf but 
on the seed, there is no need for salesmen to question 
the customer as to whether he has crabgrass now 
or not. 

“On this product, we wanted our staff to know 
about the promotional program,” Mr. Miller says. 
“We told them at the morning meetings that we were 
using the local Wednesday Magazine to advertise the 
item, as well as monthly stuffers in statements to 
charge customers. 

“We pointed out to salespeople during the meet- 
ings that the promotion was fully backed by floor 
and window displays. By impressing on personnel 
what was done from a promotional standpoint, we 
gave them more confidence in personal encounters 
with customers. They can talk with more authority 
when they know what they say is backed by a strong 
merchandising effort. They know they don’t have to 
rely entirely on their own gift of gab. 

“Manufacturers’ representatives make frequent 
appearances at our meetings,” says Mr. Miller. 
“They are our closest contact with the factory. They 
carry the official word on merchandising ideas and 
promotions. 








Zinsser shellac finishes for 
a convenience-minded public... 


} BS spose BIN | 
- PRIMER 
' SEALER 


PLAT Wet 


“They tell us when national aavertising will break 
and how we can best capitalize on it. They can help 
salesmen differentiate between two similar products. 
For example, crabgrass control and chickweed killer 
are similar but different in important ways.” 

The Millers are sticklers for good housekeeping 
practices. They put a high premium on the impact 
the daily meetings with personnel exert on this pro- 
gram. Among other things, good housekeeping here 
means knowing where a specific item is and keeping 
it properly binned. 

“In covering good housekeeping policies,” says 
John Miller, “the meetings are used to emphasize the 
importance of each person knowing what is in each 
cupboard. We have peak days and we have days 
when sales are at a comparatively low ebb, and sales- 
men have time to help keep house. 

“The low-sales periods, we advise at the meetings, 
are times to grab a dust-rag or one of our two vac- 
uum cleaners. This is the time to put merchandise in 
its proper place, to tidy displays, replenish shelves, 
to study the location of various products so each man 
may intuitively pull the item off the shelves when 
making a sale. 

“Since the day our new store opened 14 years ago,” 
Mr. Miller says, “we’ve attempted to exercise good 
housekeeping. We’re convinced that the ship-shape 
condition of our store has a definite influence on its 
progress. We take a great deal of pride in testimo- 
nials of customers who say ‘your store is the clean- 
est, most attractive we've seen.’ ”’ @ End 





THE All PURPOSE Bia 


ZiINSSER 








B-I1-N PRIMER 
SEALER® — primes, 
seals and kills 
stains all in one 
coat, saves hours 
of painting time, 
dries ready for fin- 
ish coat in 45 min- 
utes. 


TRIMLAC® —the all- 


in-one-day finish 
that gives natural 
or stained wood 
paneling a waxed, 
hand-rubbed look 
— without rubbing 
or waxing. 


SHELLAC — the all- 
purpose clear 
spray. Use for 
worn floor areas, 
stair treads, arts 
and crafts. Ideal 
for sealing plaster 
patches. 


BULLS EYE BLACK 


READY-TO-USE 
SHELLAC—in wide- 
mouth cans. No 
thinning. Full in- 
structions for 
home user on the 
container. 


--» AND FOR PROFIT-MINDED DEALERS sold only through paint and hardware stores. 


Three items fair-traded for your protection. Superior shelf life . 


. . reduces inventory 


problems. * BACKED by national advertising in AMERICAN HoME, POPULAR SCIENCE and 
AMERICAN PAINTER AND DECORATOR 


your consumer trade. + FULL INSTRUCTIONS on containers. . 


FREE “How-To-Do-It” Folders available for 
. save your selling time. 


— WM. ZINSSER & CO. 


Offices and Factories at 


516 West 59th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, Illinois 


7 
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GLOSS® — the all- 
purpose interior 
black gloss. Quick- 
drying, tough, flex- 
ible. Ideal for hard- 
ware, wrought- 
iron furniture, grill 
work, base boards. 


BULLS EYE® SH 


LAC — standard 
weight in easy 
pouring oblong 
can, the first 
choice of crafts- 
men and top pro- 
fessional floor fin- 
ishers. 
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only $4wo $HAR«K has 


yp SHARK. 


PERMANENT ABRASIVES 
Quis Osim 


No. 74 
Assortment 


THE DISPLAY 
THAi COMBINES ALL PERMANENT 
ABRASIVES FOR HAND SANDING 


@ FREE counter-pegboard combination display. 


@ Steel sandpaper and tungsten carbide sheets. Fine, 
medium and coarse. 


@ Patented trigger release holder. 
@ All items available in open stock. 
@ Full 40% dealer profit. ©@ Quality-made in U.S.A, 


Write for illustrated catalog. 


HOWARD HARDWARE PRODUCTS, INC. 


Newark 8, New Jersey 


Want more facts? Circle 147, p. 69 


EVERYBODY MAKES THEM 
BUT HERE COMES THE 


ADJUSTABLE — 
\ ) J 
50 adj. 
(ADJUSTABLE ) 
SOLD THRU JOBBERS ONLY 


CHAMPION BRASS MFG. CO. 
1460 NAUD STREET 
LOS ANGELES 12, CALIFORNIA 


Want more facts? Circle 148, p. 69 
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CHAIN 
WRENCHES 


; 
' 


2 NEW 


No. C-14 

for up to 

2’ Pipe and 
Fittings 

No. C-18 

for up to 
2\2"’ Pipe 
and Fittings 


give real Action-Grip 
in Tightest Places 


C) Work on Round, Square or 


irregular Shapes Other 
Wrenches Can’t Reach! 


In extra close quarters, there’s nothing that’ll 
beat these new Rites Chain Wrenches for 
getting the job done. Fast, ratchet-like action 
in either direction . . . from either side. Give 
tight grip without crushing. Large, easy-to- 
grab end ring for fast chain adjustment. Tem- 
pered steel chain locks securely . . . releases 
quickly. Rugged, comfort-grip, I-beam handle, 
guaranteed not to break or warp... handy 
hang-up hole. 


Light and easy to use, these new rRiItaIp 
Chain Wrenches do everything a regular wrench 
can do... and much more. Stock and display 
these extra-handy Rimaip Wrenches today! 
Your Wholesaler has them. 


Want more facts? Circle 149, p. 69 
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Dealer Jones finds Mr. Dealer—See For Yourself! 
his market again send for GARDEX KING-SIZE 


(Continued from page 48) SAMPLE SWEEP-RAKE 


(Model No. 406-130, $6.00 Retail) 


owners’ wives, who are the buyers FOR ONLY $ Cyr) y 2 


for these departments, were given | (net prepaid) 
a free hand to lay in a broader P 
stock of practical items in both de- 
partments. 

A few new items were introduced 
at a time and now these depart- 
ments represent between 25 and 30 
percent of total volume. They once 
represented 10 percent of volume. 
Overall store volume has increased 
about 20 percent. 

A good reason behind some of 
this boost in volume is the mod- 
ernization program Union Hard- 
ware started four years go. 


Standard 





Sections get new homes SWEEP-RAKES open new market! 


Homeowners want one no matter how 
The first step was to knock out many other rakes they own. SWEEP. 


the back wall of the selling area RAKES are “working fools!” Speed 
and increase the sales floor by up leaf raking, yard cleanup - ++ one 
hird. It 3 rake does work of three! Lightweight 

about one third. now measures | aluminum, perfectly balanced. See for 
70 x 50 ft. This reduced the size of yourself, order specially-priced sample. 

a rear storeroom, but, tighter in- | GARDE 501 North Carroll Street 

NC. Michi , 

ventory control and a basement | INC. Michigan City 8, Indione 
stockroom compensate for this. Want more facts? Circle 151, p. 69 
The next step was to move house- 
wares and giftwares up front and 
expand the allotted space. New Merchandising ideas 

The most recent step, completed eae 2 fs 
this spring, was rearrangement of . fideo wpe stipe 
hardware and paint items to the better salesmanship? Hun- 
rear of the store and installation dreds of dealers have used 
of new fixtures throughout. Win- this Hardware Age reprint as 


dow displays, designed to attract fd f | 
women, are a final touch to Union’s | | @ SOUrCe OT Iaeas Tor sales 


face lift and new approach to its | training meetings, etc. 
market. | 











More Sports’ Sales, 25¢ ea. 
Hardware is important 
Although housewares and gift- | | How you can increase profit in 
wares are a big portion of busi- | | your sporting goods section is out- 
ness, basic hardware is still the | | lined in this 32-page Sporting 
major item. As they prepared to | | Goods Merchandising Guide. Po- 
meet the new store traffic needs, tential is analyzed, ad ideas de- 
Union’s owners did something to 
scribed, display improvements sug- 
insure continued growth and prof- heel teal oieiad listed 
its in the hardware section. gested, basic stocks are listed. 
Outside man, Jay Lubar, set his 
sights on the wealth of industry | 
and commercial enterprises in and Readers’ Service Dept. 


= ages oe ‘a ste =| near this New Jersey city. He | 
counter ay asso men your stepped up his personal and phone | 

| oe es 
siareecnd ae - contacts. These efforts stemmed the | HARDWARE AGE 
Hindley facturing ro, pantie R : very slow decline in hardware busi- | Chestnut & 56th Sts., Phila. 39, Pa. 


oS ness and has set volume constantly | 
Wire Hardware » Cotter Pins » Pombing Species upward. It is now about 15 percent | Cosh must eccompany order 


~* 3 | higher over four years ago. @ End 
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order coples from 
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4 new Rubbermaid plastic on 


Get in Business the easy way with Introductory Assortment #8948 
(Available August 1 thru October 1, 1960) 


Earns you 47% profit _ Description | Quan. Colors be 


Gives you a wide assortment in less than 2918 | Silverware 9 | 3 yellow, 2 turquoise, 
standard shipping cartons ornner 2 pink, 2 sandalwood $11.61 


Rubbermaid Butter Dish .. . durable container with 2981 | Salad Mold 6 | 3 yellow, 3 white : 5.88 


slip-proof cover. 2970| Rectangular] 9 | 2 yellow, 1 white, 
Rubbermaid Silverware Drainer . . . king-size utensil tesa eee btm uma 
tray plus 4 silverware sections. Attaches to drainers , 
Butter Dish 4 each: solid white, 
or stands alone on counter tops. yellow, turquoise, pi 
. . . . . ’ ’ p us 
Rubbermaid Dishpan .. . with built-in handles. 3 each: yellow & white, 
Rubbermaid Salad Mold... dent-proof, boilable turquoise & white 


sleticomel@s 8 | Wooo 5 









































ENT SHIPPED Total Retail for Assortment... . $46.92 
COMPLETE WITH: | — — 


an ) a : ‘oy , Your Profit—Full 40% 


plus 
= : . eas 6 FREE #8806 Scraper Assort- 
FREE WINDOW OR Ya" " = ments @ $1.00 each which you 


can sell at retail for 
WALL BANNER 
wide x 8” deep Your Total Profit—47% 


EE ADVERTISING ‘. For standard pack information on these 
CERTIFICATE a items see your Rubbermaid wholesaler. 


Full-color. Size: 24" 


worth $2.00 cash when you 


| newspaper 
run ad in your loca _) y ® 


RUBBERMAID INC., WOOSTER, OHIO means better made 
Litho in U.S.A. (8-60) 
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Good Housekeeping 


a 
“ZT Adveatisto wits 


MAGNETIC CAN OPENER 


now in Oleaming Chrome Thim 


New See-through Display Pack 
Billboards Its Sparkling Beauty 


What a product! Sleek new can opener 
styling, super-hard cutting wheel, removable 
magnet, 3-position wall bracket...all  bril- 
liantly accented with sparkling chrome trim. 


What a package! Transparent heavy acetate 
packaging shows off this smart can opener in 
all its beauty. Designed for both counter and 
pegboord display. A terrific impulse item! 


SS 
a 


What a combination for opening customer 
pocketbooks. Stock up now and start raking 
in profits! 


x 


* . 
y ORDER THIS , 


ATTRACTIVE SPACE SAVER NEW 


FOR WINDOW OR COUNTER x 


Eye-catching. Colorful, compact—requires little 
counter space! Packed with 3 white, 2 yellow, 
1 red Rival Magnetic Can Openers—for fast 
impulse sales. Ask your distributor or write: 


RIVAL MANUFACTURING CO. Kansas City 29, Missouri 
Rival Mfg. Co., of Canada, Ltd., Montreal 


sare e-<84te 84w > wn OC 


PEGBOARD 
DISPLAY 
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NEW! Quality GUN COVERS dy Drybak 


Ef Capitan 


All-leather custom quality case. Shell is select golden- 
tanned glove cowhide with contrasting biack leather trim. 
Has thick protective padding and full lining of woven 
fleece. Popular “contour” styling, with full length zipper 
extending around stock. Rugged handle. Molded rubber 
muzzle protector with leather hanger. 

Style 01750 

Style DI7SOWT For Teiescopic Sights 


Individually Boxed. Approx. Ship. Wt. 3 lbs. each 


Gunmaster 


Beautiful leather-grained heavy gauge vinyl case. Rich tan 
color with contrasting brown trim. Full length zipper goes 
around gun stoca, fits contour of gun neatly. Carefully 
padded and lined with fleecy soft woven lining. Rugged 
leather handle. Molded rubber muzzle end gives complete 
protection. Handy leather hanger. 

Style 01000 

Style DIOOOWT For Telescopic Sights 


Individually Boxed. Approx. Ship. Wt. 3 Ibs. each. 


‘<r 


Tough, long-wearing vinyl cover in handsome tan leather- 
grain pattern. Full length zipper. Molded rubber muzzle 
cap. Double “wrap-around” carrying handles can’t tear 
out. Full soft padding throughout case, with lining of soft 
flannel for excelient protection and wear. 

Style 0500 

Style DSOOWT For Telescopic Sights 


Packed 6 to carton. Approx. Ship. Wt. 11 Ibs. per carton. 


a an 


Big value—iow price! Full length vinyl cover in attractive 
golden tan and brown colors. Zipper end opening. Muzzie 
reinforcement with leather hanger and zipper stop. Heavy 
duty “wrap-around” carrying handles. Cover is fully padded 
and lined with soft gun-cloth. 

Style D300 


Packed 12 to carton. Approx. Ship. Wt. 15% Ibs. per carton. 


in oe | ae 


Popular utility gun cover of soft, durable water-repellent 
brown suede cloth. Rubberized and flannel lined, with 
muzzle reinforcement and fold-over tie-down end closure. 
Universal size (52” length) 

Style TDS 


Approx. Ship. Wt. 5 Ibs. Per Doz. 
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Built For Satisfaction — Priced For Sales 


Game Chief 


OUR FINEST COAT WITH FAMOUS 
“DRYBAK OR MONEY BACK” LABEL 


Premium quality, heavyweight water re- 
pellent DRY-BAK Army Duck. Full lined 
coat including ‘WEATHER’ side of 
sleeves. Zipper drop seat, seamless bliood- 
proof game pocket. Hand warmer pockets 
covering all-gauge shell loops. Roomy 
utility pockets. Corduroy collar and cuffs. 
Large whistle pocket with flap. Quilted 
recoil pad on right shoulder. Pleated 
back with free action sleeves. 


Sizes; S—M—L—XL 


Style 3136 Brush Brown $21.50 
Style 2336 Forest Green... $21.50 


eS A ae 


QUALITY COAT— POPULAR PRICE 








Zé 


Heavy premium quality water re- 
pellent DRYBAK Army Duck. One- 
piece, seamless bloodproof game 
pocket zips down for use as dry 
seat. Inside back yoke of plaid cot- 
ton suede. Patented hand-warmers 
above pockets cover all-gauge shell 
loops. Large utility pockets. Breast 
pocket with storm flap. 
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BONDED DACRON SUIT WITH THERMAL KNIT LINING 


WATER REPELLENT DRYBAK DUCK COAT 


Rubberized drop seat game pocket with rear en- 
trances. “All-gauge” shell loops under pocket flap. 
Roomy shell and breast pockets. Corduroy collar. 
Right shoulder and flap of breast pocket in dark 


Sizes: S—M—L—XL 
Style 3141 Brush Brown . .$16.75 
Style 2341 Forest Green . .$16.75 


brown suede cloth. 
Style 3640—Forest Brown, S-M—L—XL ....$10.00 
Style 2640—Forest Green, S-M—L—XL ... .$10.00 


Features bonded DACRON inter- 
lining between outer shell of 
100% NYLON and next-to-skin 
layer of soft, warm thermal knit. 
Dacron interlining bonded by a 
unique process which prevents 
bunching and “bleeding.’’ All-Ny- 


slanted cigarette pocket. An ex- 
ceptionally warm and comfort- 
able suit, competitively priced. 
Wash or dry clean. Rich tan 
color, contrasting dark brown 
trim. 


Style 1840 Suit 


lon knitwear. Full length front 
zipper closure. Conveniently 
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BEST ARMY DUCK PANTS MADE 


Premium quality, heavyweight water-repellent DRYBAK 
Army Duck. Full cut for freedom of action. Entire leg 
front reinforced with heavy rubberized water-proof 
Army Duck. Double seat of same material. Roomy slash 
type side pockets and flap-covered hip pockets. Zipper 
y. 


S—M—L—XL $19.00 


Uplander 


SHELL AND GAME VEST 

Water repellent DRYBAK Duck. 

Zipper front, all-gauge shell 

loops, and patented hand warmer 

pockets. Storm flap breast pocket. r, 

Large blood-proof game pocket. 4 ‘ oe ) 


Ideal for Upland shooting. ” e 
ask I Hantshil 


Sizes: S—M—L—XL 
PANTS THAT CAN’T BE BEAT FOR VALUE 


—= ee of heavyweight DRYBAK Army Duck. é. ) 
ull cut throughout with large inside waterproof | 
seat and knee patches of rubberized fabric. saheeaa G 
Roomy side and back pockets. Zipper fly. 
Extra size 46-48-50 available, 25% additional. 
Straight Pants— 
Style 3163 Brush Brown, 
32-in. and 34-in. inseam........ $11.95 
Style 2365 Forest Green, 
32-in. inseam only............... $11.95 
With Knit cuffs— 
Style 3162 Brush Brown, 
32-in. and 34-in. inseam 


Inseam: 32-inches only. 
Style 3166 Brush Brown 
Style 2366 Forest Green 


$13.95 
$13.95 


MATCHING PANTS FOR ECONOMY COATS 

Large inside seat and leg patches of rubberized 
fabric for water repellency. Two slash type side 
pockets and hip pockets with button closure. Hem- 
med bottom. 

Inseam: 32-in. only. 

Style 3663—Forest Brown 

Style 2663—Forest Green 


‘<tiefi MERICA'S MOST FAMOUS 
Heavyweight DRYBAK Army Duck, water repellent. 
Fully lined with soft flannel including earflaps. Wide, 
stitched brim can be turned down or left up to shed 
water. 

One dozen to box, (solid sizes 6% to 72). 
Style 3303—Brown 
Style 2303—Green 


$11.95 


N-S 
wv ry 


U “« 
LOOK FOR THE Sy Drybak SEAL 


3143 NORTH LOWELL AVENUE ° CHICAGO 41, ILLINOIS ° PHONE: AVENUE 3-6500 


$2.25 
$2.25 


Sold Through Leading Jobbers. 





SOLD 6 days before Xmas 


...at $1.00 over retail! 
ORDER SAMPLE 


TRAC MAT 


CAR KIT 


ONLY 


*2.50 


(net prepaid) 
RETAIL $4.96 








Season’s most unique gift item with 
colorful holiday wrap-around. New 
carton captures attention — gets 
maximum impulse “Go In Snow — 
Save A Tow!” See for yourself, order 
specially priced sample today! 


. 
NAME OF STORE ON REQUEST! 


GARDEX nc. 


501 WN. Carrell Street 
Michigan City 8, Indiana 








Want more facts? Circle 168, p. 69 








Safety Plug Lock 


NEW ELECTRICAL 
SAFETY DEVICE 
PREVENTS COSTLY 
DAMAGE! 


Protects children 
from possible 
harm. Eliminates 


accidental discon 

necting of refrig- 

erator, freezer 

(and consequent 

food spoilage), 

appliances, any 

electrical apparatus that plugs in. Locks 
plug into outlet, keeps it secure. Prevents 
shorts due to partial contact. Installs 
easily in a moment, adjusts for any size 
plug. Best insurance you can get. For 
homes, offices, stores, factories. Buy one 
for each outlet. Dealer inquiries invited. 
-HA 


Write for name of 
nearest local distributor. 


SAFETY PLUG-LOCK CORP. 
1270 Broadway 
New York |, N.Y. 


Convention 
Calendar 


——Convention Check List—— 


For complete details about the conven 
tions and shows listed below, see the 
alphabetical listing starting on page 
104, Aug. || issue. The next complete 
listing will be in the Sept. 8 issue. 


August 


27-28 W. A. L. Thompson Hardware 
Co., Fall Dealer Show, Topeka 
Kon. 

28-29 Harper & Mclintire Co., Mer- 
chandise Fair, Cedar Rapids 
lowa. 

28-31 J. A. Williams Co. 
dise Fair, Pittsburgh. 

29-30 Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting and 
Merchandise Show, Dallas, Texas 

30 to Allison-Erwin Co., Hardware & 

Sept. | Housewares Merchandise Show 


Chor Otte N.. cs 


Merchan 


September 


4-7 Beck & Gregg Hardware Co. 
Fall Merchandise Show, Atlan 
to, Ga. 

The Sabine Supply Co., Fall 

Show, Orange, Tex. 

Bigelow & Dowse Co., Fa 

Merchandise Show, Needham 

Heights, Mass. 

Materials Handling Clinic, The 

Young Rebels of Southerr 

Wholesale Hardware’ Assn. 

Memphis. Tenn. 

Joint Industrial Show, Herr & 

Co., Reilly Bros. & Raub and 
Steinman Hardware Co., Lan- 
caster, Pa. 
Franklin Hardwore & Supply 
Co.. Annual Convention an 
Stockholders’ Meeting, Warring- 
ton, Pa. 
Joint Dealer Show, Herr & Co., 
Reilly Bros. & Raub and Stein- 
man Hardware Co., Lancaster 
Pa. 

26-28 National Builders 
Convention, Chicago. 

26 to American Hardware 

Oct. 13 Co. Fall Group 

Pittsburgh. 


October 


10-14 National Hardware Show, New 
York, N. Y. 

16-19 Atlantic City Convention of 
American Hardware Manufac 
turers’ Assn.—Nationa!l Whole- 
sale Hardware Assn.—Nationa! 
Assn. of Sheet Metal Distribu 
tors. 

Cotter & Co., Semi-Annuo 
Convention, Fishing Tackle & 
Spring Goods Show, Chicago. 
M. S. Young & Co., Fall Mar- 
ket, Allentown, Pa. 

Hardwore Wholesalers, Inc.., 
Annual Convention and Mer- 
chandise Show. Fort Wayne 


Ind. 


November 


13-15 Mid-America Lawn, Garden & 
Outdoor Living Trade Show 
Chicago. 


: 
iarawore 


Supply 
Meetings 
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ws 
THE LINE 
VALUE FOR '60 


GOODELL 


putty knives 
and scrapers 


GOODELL 


*Because it’s the best 
cutlery value your 
customer can buy! 


GOODELL 


Small town costs, New 
England _— craftsmanship, 
plus modern machinery 

equal more 
profit for you. Check 
Goodell quality . . . you 
won't find better values 
anywhere. 


FREE 


DISPLAY 


" ¥ Securely fastened 
to NEW heavy 


gouge cards 


C-33 ASSORTMENT 


$33.84 us 


SUBJECT TO TRADE DISCOUNTS 


ASK YOUR JOBBER SALESMAN 
FOR THE GOODELL LINE! 


[yoodell COMPANY 
ANTRIM, NEW HAMPSHIRE 
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How's the Hardware Business? 





Labor Day: Your store goes into high gear and 
plans take shape for first half of 1961 


It’s Tuesday, Sept. 6. Dealer Bill 
Jones turns the key in the lock at 
6 a.m., although he is normally not 
at the store until 8 a.m. He has 
been coming in early each day for 
a week. 

Why? 

This dealer knows that Labor 
Day is a turning point in the year. 
He is headed down the home stretch 
for 1960. Whether or not he makes 
a profit this year will be deter- 
mined in the next few months. 
And whether 1961 gets off on the 
right foot will be determined soon. 

Dealer Jones is at his desk early, 
hitting the books, checking records, 
planning ads, and circling calendar 
dates. His long range plans looks 
something like this following, and 
similar plans can be on the minds 
of all dealers now: 


Current plans 


Back-to-school sales have become 
big business for dealers. Dealer 
Jones knows it. He has displays in 
his window and on a front counter 
featuring: lunch kits, vacuum bot- 
tles, a wholesaler’s special on as- 
sorted stationery, and school bags. 
These displays will make sales 
throughout September. 

Wheel goods and fall sports share 
the displays aimed at youth. Skates, 
wagons, bikes, and football needs 
are nearing their peak period. Mr. 
Jones compares this year’s inven- 
tory with last fall’s sales figures. 
He writes an order, will call his 
wholesaler at 9 o’clock. 

Next this dealer takes a rundown 
on hunting supplies. In a matter 
of weeks he’ll be selling the bulk 
of this year’s purchases of guns 
and ammunition. He checks orders 
placed last month, and notes a fol- 
low up call to be sure September 
deliveries will be on time. He roughs 
out a 2 column ad for guns and 
ammo to run Sept. 19. He makes a 
note to have signs printed. 

Now, to check stock of lawn and 
garden supplies. September and 
October are big months for Mr. 
Jones. This is the time of year 
when drug stores and discounters 
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let garden goods peter out in def- 
erence to big-ticket fall lines. 

A stock count shows seeds, trans- 
planting tools, and hose in short 
supply. A further check shows 
somebody forgot to reorder. An- 
other phone call will be made this 
morning for fill-ins. 

Flower bulbs are ordered. There 
are enough barbecues, power mow- 
ers, and pesticides in stock to carry 
into October. A few sawbucks will 
have to be clearanced; too bulky 
to carry over. 

Now dealer Jones reviews toy or- 
ders placed at the summer market. 
Was he too cautious? He notes split 
shipment dates for September and 
October, and circles the calendar 
for follow up when due. Then he 
writes a memo to assistant man- 
ager Smith to start shifting sum- 
mer lines for first toy displays by 
Sept. 15. 

Finally, Dealer Jones checks his 
shipment of fall broadsides for next 
week’s mailing. He calls for a count 
of backup items featured. 


Considerations for 1961 


Many regional, and two national, 
fall hardware and garden shows are 
coming up. Dealer Jones weighs his 
schedule to set aside a couple of 
days to visit his wholesaler’s ex- 
hibit. 

He knows he’s got to form strong 
opinions about new lines for 1961. 
He must go to a show to do that 
accurately. 

He also knows he is going to 
place futures-orders for mowers and 
other seasonal lines this fall. He 
makes a note on his calendar to re- 
view 1960 sales of those lines a 
few days before show time. 

This methodical dealer makes 
rough plans for November-Decem- 
ber seasonal ads by checking last 
year’s ad proofs. He sketches a 
rough floor plan for holiday display 
locations, to be formalized later. 

Finally, Mr. Jones sets dates for 
cleanup prior to inventory, and in- 
ventory itself. He knows that in the 
fast-paced days ahead there will be 
little time for these things. 


By the color, customers 
know the price of bolts 


A color price code to help cus- 
tomers in self service hardware 
stores select bolts, and to help 
checkout clerks ring up the sale, 
has been introduced by Screw & 
Bolt Corp. of America. 


The program has been set up to 
aid dealers make more sales, and 
profits, in selling bolts. 

Screw & Bolt has taken 53 dif- 
ferent sizes of zinc plated bolts 
with nuts attached and separated 
them into eight price groups. Each 
group is assigned a color: red, 
black, green, pink, natural, blue, 
yellow, and copper. 


The appropriate color is applied 


Color-coded prices at top of display 
show customers prices on bolts in 
this display. 


to the end of machine, carriage and 
stove bolts, and to the side of the 
head on lag bolts. 

A color-coded price chart is on 
the self service merchandiser that 
displays the bolts. A customer 
knows the price by matching the 
color on the bolt with the price 
listed for that color on the price 
chart on the top panel of the dis- 
play unit. 

A small color-code price chart is 
at the check out counter. The cash- 
ier checks out the purchases by 

(Continued on page 96) 





ORDER GUNS AND AMMUNITION FROM TRYON 
... SAVE TIME, BOTHER AND MONEY 


Get what you need to increase your 
profits this hunting season at Edward 
K. Tryon Company .. . guns and 
ammunition, hunting and shooting 
accessories, and clothing. Tryon’s 
plentiful stocks let you combine 
shipments, and save you the cost of 
getting individual items from many 
sources. You save on bookkeeping 
costs. Tryon’s experience and reli- 
ability assure you fast, as-specified 
deliveries. 


GUNS, RIFLES, AND REVOLVERS. 
Winchester, Marlin, Mossberg, Smith & 
Wesson, Savage-Stevens-Fox, High 
Standard, iver Johnson, Ruger, Beretta. 


AMMUNITION. 
Winchester, Western. 


Write on your business letterhead 
for more information ... or a call 
from a Tryon representative. 


EDWARD K. TRYON CO. 
6 i 815-819 Arch Street, Philadelphia 5, Pa. 


Established 1811 
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de FOLEY 
eI P Pel 
OR SALES 


Baking aids . . . part of the complete line 
of quality made, quality designed, and 
quality packaged kitchen tools and gadgets 
made by Foley. 
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} Sone 


~ WARFARIN 


World’s Greatest Rat Killer! 














4 
" - 
+ 
~ 
—= << aa 
- 


with OUR BIGGEST RAT BAIT PROMOTION 


FOR THE llth CONSECUTIVE YEAR— 


wetell om! You sll om! 


60 million times To cash in on this business-building promotion, order 


from September to April WARFARIN-containing baits now ‘from your regular 
distributor! Many good brands yield you a fine profit. 


Remember . . . Farmers know famous WARFARIN! It 
has worked for them for over 10 years, so they know 
it is safe, effective, doesn’t build up tolerance or bait- 
shyness. It’s the only rodenticide backed by a national 
research foundation! 





we're telling your customers to 


Then, when the time comes... 


Arrange to keep your WARFARIN-containing baits 

prominently displayed throughout the “rat season” in 

your area! Include them in your circulars and news- 
And every ad tells them to ask YOU paper ads! 


for baits containing WARFARIN! Cooperate with (or initiate) rat clean-up programs. 


Baits containing WARFARIN catch more sales! 


IS -, Want more facts? Circle 158, p. 69 
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N A DECADE |! 


THESE FARM MAGAZINES 
will tell the Warfarin story 
60,000,000 times 


all Fall and Winter 
throughout the U.S. and Canada! 


FARM JOURNAL * PROGRESSIVE FARMER 
WALLACES FARMER * PRAIRIE FARMER 
NEBRASKA FARMER * THE FARMER 
WISCONSIN AGRICULTURIST * GRIT 
MISSOURI RURALIST * FAMILY HERALD 
NATIONAL LIVESTOCK PRODUCER 
AMERICAN POULTRY JOURNAL 

HOARD'S DAIRYMAN * LA FERME 

FREE PRESS WEEKLY PRAIRIE FARMER 
FARMER'S ADVOCATE 


Ads like this dramatize the cost of rat damage, 
spell out the cash value of using safe, sure, 
effective WARFARIN-containing baits. 


roduc *+.fo feed 
on of min, “9 dozen 


- “ replace. by ee ++. feeg 
Using  rllling, dise. *%¢ You 
"8 rats | ‘ ®S€-spreag. 


° rats 
WARFARiy po With 
or bai in” rat; 


Safess , 
od 
Pets oF livestocs 


FARIN 15 TESTED AN 
UALITY AND PERFORMA? 
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WISCONSIN 
ALUMNI 
RESEARCH 
FOUNDATION 
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SEND FOR CATALOG 
AND JOBBER’S NAME ¢& 


NAME 





TITLE 





COMPANY 





STREET 


CITY/STATE 
. SS NN Sto SOME ce 








Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel slide protects screw. 
Replaceable nut and hardened i 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 
dising aids build profits. 


| Simplex | 


The Desmond-Stephan Mig. Co. 
Urbana, Ohio 
St LE AE Ra 
Want more facts? Circle 159, p. 69 


96 e HARDWARE AGE, August 25, 1960 





By the color, customers 
know the price of bolts 


(Continued from page 92) 


comparing the color on the bolts 
with the color-code price chart. 


Colors remain the same on a’ 
price change. Screw & Bolt will is-| 


sue a new set of color-code price 
charts to hardware dealers to place 
on the displays and at the check 
out counter for the cashier. 
Screw & Bolt about seven years 
ago developed a display case con- 
taining 61 sizes of zinc plated bolts 


to bring the line out on open dis- | 


play on the sales floor. The color- 
code program solves the problem of 
getting price information to the 
customer at the point of purchase 
and to the cashier at the check out 
counter. 


June hardware sales 
up, 6th straight gain 


June was a good month for re- 
tail hardware sales. June was the 
sixth consecutive month this year 
when sales were higher than the 
previous month and the like month 
of last year. 


June sales at $273 million were 
up $11 million, or 4.2 percent, from 
June 1959. 

Sales for the first half of 1960 
totaled $1,357 million. This was $53 
million, or 4.06 percent, ahead of 
the like period last year. 

Here are the U. S. Commerce 
Dept. estimates of retail hardware 
store sales for the last three years: 


(Millions of Dollars) 
1960 1959 
175 174 

178 167 

201 193 

245 

263 

262 


1958 
172 
154 
178 
224 
257 
238 


January 
February 
March 





Six-month 
Total 
July 
August 
September .. 
October .... 
November .. 
December 


.. $1,357 $1,304 
240 
229 
227 
243 
219 
289 


$1,223 
227 
223 
225 
242 
225 
288 





$2,751 $2,65: 


*Adjusted from $274 million published Aug, |! 
issue, p. 108, 
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Sell More 


Expansive Bits 
with this 


VISUAL 
PACKAGE 


be for 
\§\ Open 
“\\ counter 


This ONE Bit 
Bores ANY 
HOLE SIZE 
from 7‘ to 3” 


Conn. Valley likewise furnishes an Expan- 
sive Bit cutting holes as small as 

also extra cutters boring up to 5" 

Conn. Valley Expansive Bits made with ma- 
chine shanks for power drills. Consult your 
jobber's catalog for order numbers. 


THE CONNECTICUT VALLEY mes. co. 


CENTERBROOK 7, CONNECTICUT 
Want more facts? Circle 160,  P. 69 


~ THE bier a CALLS 


DYKEM. 
STEEL BLUE’ 


<a 


a 


. 


~~ 
ee 


making 
Dies and 


- 
FS 
a 
2 
as.. 
Ea% 
. 
Lee 
.. 
_ - 
oak 
TTT 


W ossseesttll 


1y Steel Blue 
a F 


ular package 8-oz. can fitted with S= 

Bebelite cap holding soft-hair brush & 
applying right at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 
THE DYKEM COMPANY 
Established 1920 : 
St. Lovis 6, Mo. : 
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“You'll roll up extra profits when you suggest 
“SCOTCH” BRAND Masking Tape with every paint sale.” 





SCOTCH (IS A REGISTERED TRADEMARK OF THE 3m CO- 


Mitamesora Affinine ano Affanuracturine company 
-.» WHERE RESEARCH tS THE KEY TO TOMORROW 





DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 52 











OVER-THE-DOOR 
GARMENT HANGERS 


a 


BETTER HOUSEHOLD 
HARDWARE SINCE 1872 








E H. TATE CO. @ 251 CAUSEWAY ST. © BOSTON, MASS. 
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~ COMPACT 


4 
is the word for 
THE NEW 1961 HAHN 


POW-R-BOY 66 


ROTARY TILLERS 





ALSO AVAILABLE 
WITH BOLO TINES 





6” AND 8” FURROWER 
ATTACHMENTS OPTIONAL 











Design makes the difference. Gear box and engine 
are right over and slightly forward of the tines — 
weight where you need it to pulverize even hard-packed 
soil and grassy sod without jerking or bouncing. Low 
center of gravity and perfect balance for easy handling. 


Instantly detachable ten-inch wheels and instantly 
adjustable depth bar mounted close to gear box for a 
sweet-looking, compact tiller that outperforms much 
heavier models. 


Up to 34 h.p. engines — each with power to spare, 
thanks to 35 to 1 gear ratio. Over-power with spring 
tension idler roller and belt drive cuts maintenance 
costs and increases engine life. 9 models, 16” to 28” 
width. Reverse drive available. 


SEE US AT NATIONAL HARDWARE SHOW, 
Booths 1082-1055, Coliseum, New York, Oct. 10-14. 


DISTRIBUTORS WANTED! 
Some profitable territories still open. Mail coupon Today! 


HAHN, IN 


Send me confidential trade information about the new 1961 
HAHN Pow-R-Boy Rotary Tillers (check type of business) : 


|] DEALER [_] DISTRIBUTOR 





DEPT. HA-860 
» EVANSVILLE, INDIANA 
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WANT A 
FREE 


nn a elelinnieninl ae 


Ready-Made 
JUHU els 
THE-MONTH 

DISPLAY? 















































See the 


Bernz-0-Matic 
Insert 








in this issue 


CIRCLE NO. 164 
FOR DETAILS ON 
HOW YOU CAN USE 
THE BERNZ-O-MATIC DISPLAY 
FOR YOUR LIBERTY 
BARGAIN-OF THE MONTH 


PROGRAM 


















































WRITE 
TODAY AND 
WE'LL SEND YOU 
FULL DETAILS 





























WRITE: 

R.C. VEREEN 
LIBERTY DISTRIBUTORS 
4300 N. 5th STREET 
PHILA. 40, PA. 



















































































Consamer Mailers 





New Wholesalers’ Aids for Dealers’ Use 


Interstate group issues 
first consumer mailer 


Fall Carnival of Values is the 
theme of the first consumer mailer 
produced by Interstate Hardware 
Merchandising, Inc., Cleveland, for 
its six hardware wholesaler mem- 
bers. 

Final run is to be made next 
week, and orders are expected to 
approach the 3 million mark. 

The merchandising group’s next 
mailer will be a 24-page Christmas 
gift catalog. Some of the members 
will be using the gift catalog with 
a 16-page toy section. 

fhe Fall Carnival of Values 
mailer is 8 pages, tabloid size, 
printed in color. There are four 
coupon specials. Store departments 
covered are hand and power tools, 
housewares, plumbing, sporting 
goods, lawn and garden, electrical, 
paint sundries. 

Members of Interstate Hardware 
Merchandising are Baker & Hamil- 
ton, San Francisco; Seattle Hard- 
ware Co., Seattle; Townley Metal 
& Hardware Co., Kansas City; 
Union Hardware & Metal Co., Los 
Angeles; Geo. Worthington Co., 
Cleveland; and Zork Hardware Co., 
El Paso, Texas. 

















ee SU: 
— BARGAINS | 





Two coupon specials 
In Frankfurth mailer 


Two coupon specials, plus five 
money-saver specials are features 
of an 8-page fall bargain consumer 
mailer available to dealers of 
Frankfurth Hardware Co., Milwau- 
kee wholesaler. 

The mailer is tabloid newspaper 
size. All the pages are in four 
colors. 

The mailer features merchandise 
for winter needs, sporting goods, 
housewares, plumbing supplies, 
electrical supplies, tools, and lawn 
and garden. 


Deming Co. initiates 
its 3-D Easy Pay Plan 


In the belief that time payments 
make water systems easier to buy 
than for cash, Deming Co., Salem, 
Ohio, has created a 3-D Easy Pay 
Plan. 

The plan is for dealers who sell 
water systems and related equip- 
ment to home owners. 

Under the plan, dealers get their 
money promptly. Accounts receiv- 
able are assumed by a lending firm. 


Want more facts? Circle 164, p. 69 
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NEW BERNZ BONANZA PAK FOR FALL 100 


FREE! Handsome, Rugged 4” Peghoard 2-Way Display 









FREE! 2 TX-9 Fuel _— (nrha} 


PROPANE ‘, . n 4a asso 









APPROVED 
DISPLAY 








FREE 2-Way Display Works Coming And Going... 7.7 = adie 


FRONT Displays Colorful Bernz-O-Matic Volume Selling Torch Kits with 2 Dozen “How To” 
Torch Use Booklets 


BACK Of Display Equipped with “Special Tool-Of-The-Month” Sign for Promotion of Your Own 
Tool Specials .. . 


PLACE DISPLAY ON GONDOLA IN TOOL DEPARTMENT 


Suggested tool display for reverse side 


HERE’S YOUR BERNZ BONANZA DEAL... MODEL TX-6600 


CONTENTS DEALER RETAIL DEALER 


COST VALUE PROFIT 
OTTO BERNZ CO., INC. 


2—1X-10 TORCHES 
2—TX-888 TORCH KITS 34” h he 9 ()* 
2—TX-25 TORCH KITS 
FREE—2 TX-9 CYLINDERS 
ROCHESTER, N.Y. 












PLUS HANDSOME 4” PEGBOARD FREE! 


SHIPPING WEIGHT 37 LBS. ato COMPLETE WITH FIXTURES ($5.00 
VALUE) 


ALSO AVAILABLE: 
TX-6888 PAK (CONTENTS 6 TX-888 TORCH KITS AND 2 FREE TX-9 CYLINDERS) 

DEALER PRICE $35.70 
TX-6625 PAK (CONTENTS 6 TX-25 TORCH KITS AND 2 FREE TX-9 CYLINDERS) 





DEALER PRICE $39.90 





FREE! ToRC 
ToleM TARP 


and SuPéR-SiIZE LEAF BAGS 
with any leaf-bagging 
TORO mower"! 











Join the Toro tribe and pocket plenty of wampum this fall! Full- 
page national magazine ads—backed up by local newspaper ads 
plus a full promotion package—will carry the news of Toro’s 
special offer: a giant 7x7 Totem Tarp plus the leaf cleaning kit 
(2 super-size bags and a bracket) FREE with the purchase of any 
leaf-bagging Toro rotary mower. It’s a $19.95 combination value 
that’s bound to win over a lot of Toro customers for you. 

The tarp is a handy item for homeowners. They'll use it to tote 
off the leaves and grass clippings they empty out of the Toro 
mower bag. And they’ll want the super-size leaf bags to speed 
the big fall job. 

They’ll want this deal—and they’ll get it free with the Toro 
rotary they buy from you. Call your nearby Toro distributor for 
complete details today! 


Fig ieaiadaaie Toro dealers in the contiguous United States. Offer expires November 
30, 


3040 SNELLING AVENUE, MINNEAPOLIS 6, MINNESOTA 
Want more facts? Circle 166, p. 69 


100 ¢ HARDWARE AGE, August 25, 1960 





Promotions 








Manufacturers’ New Merchandising Plans 


Stanley pushes second 
fall special promotion 


“Ideas to better your home on 
your own” is the theme of the sec- 
ond annual fall special and window 
display promotion being pushed 
by the Stanley Works, New Brit- 
ain, Conn. 

Stanley will reach customers in 
their homes through fall ads in 
Saturday Evening Post, Life, Pop- 
ular Mechanics, Popular Science 
Monthly, and the Homecraftsman. 
Hand and electric tools, shelf hard- 
ware, and drapery hardware divi- 
sions will be represented in the 
program. 

All dealers who participate in 
the promotion will receive a sup- 
ply of Stanley’s booklet, Ideas, to 
give to customers who buy any of 
the product specials. Ideas is val- 
ued at 50¢. 

A window trim display kit 
valued at $7.50 is offered without 
charge to dealers and wholesalers 
tying in with the promotion. 


Oxwall spotlights 99¢ 
tools with new display 


A maple table about 5 sq ft has 
been designed by Oxwall Tool Co., 
New York City, for displaying a 
large assortment of 99¢ tools. 

The firm reports that test-store 
results show a minimum monthly 
sales rate of 100 tools when the 
table is used. The table is complete 
with a large sale sign which states 
the tools are valued as high as 
$1.69 each. 


Fall campaign planned 
for Toro mower dealers 


A fall advertising campaign and 
promotion is planned for next 
month by Toro Manufacturing Co. 
to extend the sales season on power 
mowers for its dealers. 

The theme will be: the ability of 
a rotary mower to make a swift job 
of getting leaves off the lawn. 

The promotion includes a tarp 


and leaf cleaning kit to be given 
every purchaser of a Toro unit with 
Wind-Tunnel. Retail value of the 
premiums is $19.95. 

Full-page advertisements will be 
published in September in News- 
week, Sports Illustrated, True, and 
Popular Science Monthly. Adver- 
tisements also will be published in 
newspapers in 72 cities where Toro 
distributors are located. 

The company points out that the 
measure of Toro’s expanding its 
selling season is this year’s adver- 
tising program compared to a sin- 
gle page in just one consumer pub- 
lication last fall. 


Adaptability is theme 
of cookware promotion 


The durability and adaptability 
of porcelain cast-iron cookware will 
be features of a fall promotion by 
Textile-Prizer-Ware, of Reading, 
Pa. 

Consumer interest will be stimu- 
lated with a color advertisement in 
a national consumer magazine this 
fall. Dealers also will be supplied 
a store merchandising kit with 
newspaper mats, display sugges- 
tions, counter cards, interdepart- 
ment table tents, radio copy, and 
full-color envelope stuffers. There 
is a cooperative newspaper adver- 
tising program for dealers. 

The sales approach will be to 
point out the lifetime qualities of 
the products, the freezer-to-range 
uses, and to accent color. The copy 
is to appeal to young homemakers 
operating on a budget, and to older 
women who need cookware replace- 
ments. 


Skuttle 2-for-1 deal 


Dealers who buy one model No. 
711 Counter - Balanced Humidifier 
get another free, in a special offer 
that is a highlight of the 25th an- 
niversary of Skuttle Mfg. Co., Mil- 
ford, Mich. Included in this offer, 
to dealers only, is a point of pur- 
chase display. Offer ends Oct. 1. 





EASY-TO-SELL 
PROFITS 
GRIES 


| er WINGED 
SHOULDER HOOKS 


Self-screw one-piece hook 
for draperies and cur- 
tains in nickel or brass 
finish. Integral wings for 
easy hand installation. 5 

sizes ('2"" to I'/"') 

Packed 100 to a box. 


CUP HOOKS 


One-Piece Durable 


36 sizes ('/4"" to 1'4"') in Nickel and 
Brass, each 
packed 100 to 
a box, %" size 
carded in 7 
popular colors 
lus Nickel and 





GRIES 
E-Z 


rass. 


1GRIES TI 
7 E-Z HOOKS 
4 Handy self-screw all purpose hook in 


bright plated finishes. 2-to-a-card or 
in boxes of 50. 


ie 3d GUAT HOOKS 
ee » ’ 
7 ws Nickel 
’ Chrome or Bright Iridite 
Finish in boxes of 25 with 


2 flat head steel screws 
per hook. 


Lacquered Brass, 


~Sy 
om 


WING ¢ CAP NUTS 


Bright rustproof finish . 4 popu- 
lar sizes of each. ‘Each type 
boxed in attractive, self- ~~ 

counter display assortments 
Also = in bulk or 
pomage 


Lanes 

threa Pe. 

=] JOBBERS: Write now for prices and 

im catalogue sheets on GRC’s full line of money 
DEALERS: See your job- 

REPRODUCER CORP. 

Want more facts? Circle 167, p. 69 


= making hardware items, including DRAP- 
ERY RINGS, SCREEN & WINDOW HARDWARE, 
ber salesman for Immediate 
delivery on these and other 
World's foremost producer of smal! die castings 
161 Beechwood Avenue, New Rochelle, N. Y. 
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DRAIN COCK KEYS. 
GRC hardware items. fea 
NEw Rochelle 3-8600 





PROVED BY THOUSANDS 


TO INCREASE: 

© IMPULSE BUYING 

e SELF-SERVICE 

e RELATED ITEM SALES 
SELL MORE—SELL FASTER—SELL EASIER 
... all with the amazingly LOW-PRICED, HIGH- 
QUALITY, FLEXO-SPACE. Self-Service makes 
it easier for your customers to buy. 
USABLE a —"s ALL AROUND the 
entire isian BLIND SPOTS! Use 
in all ns SR 
Write an for full details of how YOU can 
make your sales soar at an unbelievable low cost 
with FLEXO- SPACE 


FREE ALL NEW 50-PAGE 
WHOLESALE DISCOUNT CATALOG 


were: ADD SALES CO. 
824 YORK STREET 
MANITOWOC, WISCONSIN 
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| garden tractor, 
| more than 50 new and improved 
| products 

















( WRITE FOR YOUR fic :) 


¥ Complete Newest Set 
of Key Boord Togs 
Colorful Streamers 


That Will Brighten *\ | 

Your Store ' 

vW New Edition of ma 
Blank Comporative List 7 
STAR Key & Lock : 


Manufacturing Co. 


51 South First Street 
Brooklyn, N. Y. 
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His Hardware Age 
Ad. Brought Results— 


“As a Manufacturers’ Representative, 
getting the HARDWARE AGE is a 
necessity, especially in view of the fact 
that | have secured several desirable 
lines through the Advertisement | 
placed in the AGE in June. With best 
wishes for your continued success." 
Sincerely yours, 


A Satisfied Advertiser 








| systems 
| handling methods. 











SPRING ASSORTMENT a=] @ | 


AJAX Ne. 750 — Consisting of: 

* METAL 5-DRAWER CABINET 
mam * 1,000 SPRINGS (#1 to #100) 

mem * METAL DISPLAY with SPRINGS 


Brings You of Retell 
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Garden tractor added to 


| Jacobsen's 1961 line 


A new garden tractor plus a 


| complete line of lawn and garden 


tillage implements were introduced 


_ by Jacobsen Mfg. Co., Racine, Wis., 
_ early this month at its annual sales 
/ convention. 


The Jacobsen Chief, the new 
was one of the 


introduced in the 1961 
line of commercial and consumer 


| products to more than 350 attend- 


ing the week-long meeting. 
Industry figures for the first nine 


months of 1960 indicate a definite 
| trend toward the purchase of power 
| reel mowers, Charles A. Livesey, 
| vice-president in charge of sales, 
_ told the convention. The increase, 
| over 1959, he said was about 30 
| percent. 


_ Manufacturers expand, 
move to new facilities 


Otto Bernz Co., is making a 60,- 


| 000 sq ft addition to its plant in 
| Rochester, N. Y. The $500,000 addi- 


tion will almost double production 


| capacity. 


Black & Decker Mfg. Co., has an- 


| nounced the opening of a new fac- 


tory service branch to serve the 
electric tool market in San Diego, 


| Calif. The new plant is located at 


3811 El Cajon Blvd. 
Denison-Johnson Corp., has 
opened a new million-dollar fishing 
reel plant in Mankato, Minn. The 
main floor and sublevel structure 


| has 30,000 sq ft of production 
_ space. Plans call for erection of an 
| administrative building later. 


Drop-lite Electric Mfg. Corp., has 
moved to a new plant at 305 First 
St., Brooklyn, N. Y. The new plant 
features all automatic conveyor 
and the latest freight 


Ferry-Morse Seed Co., has an- 
nounced the establishment of sales 


| and service warehouses in Racine, 
| Wis., and Buffalo, N. Y. Each ware- 


house contains 12,000 sq ft of stor- 
age space plus approximately 1,200 
sq ft of office area. 

Gerber Wrought Iron Products, 


_ St. Louis, has completed new execu- 
tive offices and warehouse at 1510 
| Fairview Ave., 


in suburban St. 


Louis. This is first of planned ex- 


pansion program, and also will en- 
able company to introduce several 
new products for which there had 
been no room to carry inventory. 

National Brush Co., has an- 
nounced completion of a new 45,000 
sq ft warehouse adjacent to its 
present facilities in Aurora, IIl. 
The new warehouse is designed for 
dock loading and unloading for 
both truck and rail services. 


Construction slows down 
for first seven months 


The building industry for the 
first seven months of this year jog- 
ged along at a slower pace, as ex- 
pected. 

Department of Commerce esti- 
mates show that the value of new 
construction put in place was down 
2 percent over the first seven 
months of 1959. 

The estimate for July was 4 per- 
cent down over July, 1959, up 3 
percent, the usual increase, over 
June, 1960. 

The seven month totals for pri- 
vate construction was about the 
same for both years. Nonfarm resi- 
dential buildings estimate for 1960 
was down 7 percent. Nonresidential 
building was up 14 percent. Farm 
construction was up 18 percent. 

Public construction for the seven 
month period was down 9 percent 
for 1960. Residential building esti- 
mate for this year was down 35 
percent, military facilities down 30 
percent, highways down 12 percent. 

Estimates for July and the first 
seven months are the first on a 
new basis. Figures starting with 
January, 1959, are on the new ba- 
sis, so 1960 and 1959 are compara- 
be. However, 1960 figures cannot 
be compared with those for prior 
to 1959. New methods are being 
used in handling the figures, and 
information for Alaska and Hawaii 
is included. 


Price cut announced by 
Eddy Enterprises, Inc. 


Eddy Enterprises, Inc., New 
Haven, Conn., has announced a 
price reduction on its polyethylene 
Rain Drain. 

Formerly priced at $3.98, the 
Rain Drain now has a retail price 
of $2.98. 








THE BIG NAME 
IN GUN 
CLEANING 


GUN CLEANING ESSENTIALS 
THAT —— ASK FOR 


Display 
tuewt for 


Fast Sales! 


Wherever guns are used, 
Hoppe’s products are in de- 
mand! Millions of gunners 
and gun fanciers look to 
Hoppe’s for gun protection. 
And consistent national ad- 
vertising keeps Hoppe the 
BIG name in gun cleaning. 
Put Hoppe’s Products on 
your counter and watch | 
them sell on sight! 





FRANK A. HOPPE, INC. 


2314A WN. 8TH STREET + PHILADELPHIA, PA. 
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NEW 


from Miami-Carey 





SEE OUR EXHIBIT A DUCT- FR 1 
wrx sues | HOOD THAT 
HARDWARE SHOW MAKES SENSE! 


(BOOTHS 77 and 8) 








SETTER HOUSEHOLD 
HAROWARE SINCE 1872 


EH. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
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YOU CAN'T AFFORD TO FORGET! 


the ORIGINAL 


PLASTIC ALUMINUM... one of 


the fine products in the nation’s 
most complete line of fix-it items. 


The New Miami-Carey Duct-Free 
Coverange Makes Sense 
to Housewives... 


* ‘Directional Filtering”’—twin filter in- 
takes directly over the range burners for 
greatest air-cleaning efficiency . . . an 
exclusive Miami-Carey feature. 


* Triple filter elements—successive layers 
of heavy-duty aluminum mesh, spun 
fiberglass and fine granules of activated 
charcoal for the most complete elimi- 
nation of odors and grease. 


* Centrally-located exhaust fan—built- 


in work lamp—choice of Coppertone or 
Stainless Steel. 


And it Makes Sense to Dealers 
and Home Builders, Too! 


* Completely pre-assembled, pre-wired 
at the factory—only one electrical outlet 
required. Entire unit in just one package 
for easier handling, more efficient 
storage. 


* Fast, simple installation in less than 
30 minutes! 


The new Miami-Carey DUCT-FREE COVERANGE HOOD 
will make sense—good sense—to you because it’s going to 
mean more sales, profits and satisfied customers for you! 
Write Dept. HA-860 for full details on how to stock, sell and 


install this fine new star of the Miami-Carey Coverange line! 


Miami Casinet Dtvision 
THe Puitie Carey Merc. Company 
MIDDLETOWN, OHIO 
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And be sure to stock 
Order from your Jobber 


THE WOODHILL CHEMICAL CO. 


“The mother-in-law approved line’”’ 
1390 East 34th Street Cleveland 14, Ohio 
Want more facts? Circle 175, p. 69 

















HIGHER PRoFiTS 
WilH ALUMINUM 
HARDWARE 


Wi 
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Boost your sales witn the support of 
network TV .. . heaviest-in-history na- 
tional magazine advertising . . . an un- 
surpassed assortment of direct selling 
tools, merchandising and promotion... 
all focused on the symbol of things new 
and good: the famous red, blue and 
white ALCOA LABEL! Start now by 
reading about all the things Alcoa has 
in store to help you sell . . . and then 
send for your personal copy of the Alcoa 
1960 Market-Maker Planning Guide. 


SELL WITH NETWORK TV—Take a 
look at the network television programs 
Alcoa has scheduled to push aluminum 
hardware sales soaring: On Alcoa Thea- 
tre, every other week, millions of viewers 
will see and hear aluminum commercials 
. be entertained and sold at the same 
time. On Alcoa Presents, each week, 
more millions of TV fans will be exposed 
to and influenced by other hard-hitting, 
selling commercials. Each of these popu- 
lar programs has gained the attention 
and respect of customers all over Amer- 
ica, customers who will come into your 
store to buy the Alcoa- 

labeled products they 

see on TV. Be sure 

you're ready for them 

by scheduling your 

promotion, installing 

in-store displays, 





window banners and counter cards. 


SELL WITH NATIONAL MAGA- 
ZINE ADVERTISING—Take a look 
at the leading consumer magazines sched- 
uled to tell and sell your customers the 
extra values found in every Alcoa® Alu- 
minum hardware product. LIVING FOR 
YOUNG HOMEMAKERS—the maga- 
zine that reaches “‘time-of-purchase”’ 
customers at the very 
time when they plan 
and do most of their 
buying. SUBURBIA 
TODA Y—popular 
weekly newspaper 
magazine supplement 
that reaches custom- 
ers in 185 suburban Communities in over 
40 major market areas. Your customers 
will see attractive, full-color, two-page 
spreads. Reprints of these ads, for your 
use, are included in your Planning Guide. 


SELL WITH THE FAMOUS ALCOA 
LABEL—Remember the label your cus- 
tomers know and respect as a symbol of 
quality hardware products: the famous 
Alcoa label! This bright red, blue and 
white label is their guide to all that’s 
good in aluminum. Be sure every alu- 
minum hardware product you stock car- 
ries this label . . . and if it doesn’t, ask 
your supplier “why not?” 


START NOW ... let your Alcoa 1960 
Market-Maker Planning Guide help 
you MAKE BIGGER PROFITS FROM 
ALUMINUM HARDWARE—Climb 
to new profit heights! Here’s a promo- 
tion guide—completely filled with retail- 
proven Sales and promotional tools: pro- 
motion suggestions . . . publicity ideas 

. Selling features of the products them- 
selves that will really help your sales 
force go! Here’s a package that will he!p 
you earn bigger profits from aluminum 
hardware than ever before! 


Order your FREE copy of the Alcoa 
1960 Market-Maker Planning Guide to- 
day . . . and be ready to use the wealth 
of exciting material it contains—a new 
approach to hardware retailing. And 
remember: the Market-Maker promo- 
tion is backed by one of the most famous 

symbols in America 
—the Alcoa label, 
consumers’ guide to 
the best in aluminum 
hardware. Order your 
Planning Guide right 
now with the handy 
coupon below. 


MARKET-MAKER PROMOTIONS ! 


workiNG... 
Be Aare WOHMG 


Aluminum Company of America 
1605-V Alcoa Building, Pittsburgh 19, Pa. 


WE CHOSE i 
ALCOA ©. 4 


LUAAINUM © 


MiLi PRODUCTS 


Please send me a copy of the brand-new, exciting Alcoa 1960 
Market-Maker Planning Guide . . . so 1 can use it to help sell 
aluminum hardware in my store. 





ALUMINUM 
Aardwae 


Store Name 


Your Guide to the Best Address 


in Aluminum Value ; 
City___ ee Zone__ State 


NE i i i 


p-—-------------} 
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News About Dealers: Santa Rosa Hardware 
Opens 5,000 sq ft Shopping Center Store 





Santa Rosa, Calif. — A 
brand new 5,000 sq ft store 
has been opened by SANTA 
ROSA HARDWARE in the Mont- 
gomery Village Shopping 
Center, 700 Farmer Lane at 
Claremont Drive. The busi- 
ness, which has been owned 
jointly by Robert and Paul 
Henning since 1959, was 
originally established in 1940 
as the J. B. Rice Hardware 
Co. 


Kissimmee, F'la.—There is 
plenty of parking and dis- 
plays are conveniently group- 
ed by merchandise category 
for the convenience of cus- 
tomers at the new KISSIM- 


MEE HARDWARE, INC., store 
building at Cypress and 
Orange Blossom Trail. The 
store used to be at 524 Main 
St. Mr. and Mrs. C. G. 
Philips of Daytona Beach 
own the business and Hollis 
Thompson is store manager. 


Oakland, Calif. — SIMon 
HARDWARE Co. has completed 
plans for a 98,000 sq ft, $2 
million branch store at Palma 
Ceia Shopping Center, Hay- 
ward, Calif. A similar store 
is to open in November at 
Walnut Creek. A 300-ft con- 
veyor belt will be a feature 
of the new store. It will run 

(Continued on page 111) 





“You'll Go Home a Better Hardware Man”’ Is 
Theme of ’60 Builders’ Hardware Convention 


“Give us these four days 
in Chicago, and we’ll send 
you home a better builders’ 
hardware man.” 

That’s the promise of the 
builders’ hardware conven- 
tion Sept. 25-28 at Hotel 
Sherman in Chicago. 

The convention includes 
three general sessions for 
the discussion of industry 
problems, plus an exposition, 
and a banquet. 

This is the convention of 
the National Builders’ Hard- 
ware Assn. and the Ameri- 
can Society of Architectural 
Hardware Consultants. 

The convention opens Sun- 
day, Sept. 25, with registra- 
tion and a reception at 6:30 
p.m. 

The first general session 
starts Sept. 26 at 9:30 a.m. 
NBHA president F. E. 
Traver, Architectural Hard- 
ware, Inc., Columbus, Ohio, 
will preside. 

“Teamwork in the Build- 
ers’ Hardware Industry” 
will be the topic. Franklin 
C. Schlitt, Schlitt Supply 


Co., Springfield, Ill., will be 
the moderator. 

Panelists will be: 

H. W. Wehe, Jr., Overly 
Mfg. Co., and president of 
the National Steel Door & 
Frame Assn., “A Program 
for the Engineered Metal 
Door and Hardware Indus- 
tries.” 

Edwin H. Bryant, Lock- 
wood Hardware Co., “Elim- 
inating Misunderstandings 
Between Hardware Manu- 
facturers and Distributors.” 

William R. Weston, Sr., 
Wm. Weston Co., Dallas, 
“Better Relationships  Be- 
tween Builders’ Hardware 
Distributors.” 

The second general ses- 
sion will be held Sept. 27 at 
9:30 a.m. ASAHC president 
Edward B. Veihmeyer, 
Builders Hardware Co., 
Bethesda, Md., will preside. 

The topic will be “Formu- 
la for Success.” Panelists 
representing wholesale hard- 
ware, builders’ hardware 
manufacturing, and builders’ 

(Continued on page 108) 
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Factory-Distributor 
Convention Dates Set 


The factory-distributor 
convention of the New En- 
gland Industrial Distribu- 
tors, Inc., will be held Sept. 
19-20 at New Ocean House, 
Swampscott, Mass. 

Call to order will be at 5 
p.m., Sept. 19. A_ recep- 
tion begins at 6:30 p.m. and 
the banquet will begin at 
7:30 p.m. 

On Sept. 20 the morning 


session begins at 9 a.m. and 
the convention adjourns at 
noon. Luncheon will be avail- 
able. 

To register in advance 
write to Henry J. Lamb, as- 
sistant secretary, New En- 
gland Industrial Distribu- 
tors, 161 Devonshire St., 
Suite 1012, Boston 10, Mass. 
You can also register at the 
convention between 3 and 5 
p.m. on Sept. 19. 





John R. Gamble..... 
Oldest NRHA Past President Reaches 90 


John R. Gamble of 
Clinton, N. C., is the 
oldest living past presi- 
dent of the National 
Retail Hardware Asso- 
ciation. He was an 
honored guest at the 
recent NRHA Congress 
in Philadelphia. 

He has been attend- 
ing NRHA Congresses 
since 1910. In that year 
he was elected NRHA 
director. He served as 
president of NRHA in 
1917 and 1918. 


Mr. Gamble retired from the retail hardware busi- 
ness about 15 years ago, and since that time he has 


been an insurance agent. 


Still alert at 90 years of age, he hopes to attend 
many more NRHA Congresses. 

He grew up in his father’s hardware store, but 
first became a store owner in 1899 in Wetumpka, Ala. 
Later Gamble Hardware also operated branches in 
Alexander City and Clanton, both in Alabama. 

In 1916 the three stores were merged to form the 
Tullis-Gamble Hardware Co., Montgomery, Ala. 

Of hardware stores and hardware conventions, Mr. 
Gamble says, “There’s no comparison between store 
stocks when I started and those of today. 


“We sold cast iron heaters and stoves. 


Instead of 


automatic washing machines, we sold galvanized 


tubs. 
ironers. 


We sold ironing boards instead of electric 


“T still attend NRHA Congresses because I think 


they get better each year.’ 


Mr. Gamble makes his home with his daughter, 
Mrs. J. T. Dougtie, whose husband was formerly a 
salesman for Belknap Hardware & Mfg. Co., Louis- 


ville, wholesalers. 
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Anderson Retires From 
Farwell, Ozmun, Kirk 


Paul W. Anderson, chair- 
man of the board of Farwell, 
Ozmun, Kirk & Co., St. Paul 
wholesaler, has retired. 

He started with the com- 
pany as an office boy in 1902. 


PAUL W. ANDERSON 


After seven years in various 
office posts he became a sales 
representative out of Wi- 
nona, Minn. 

In 1911 he returned to the 
main office as district man- 


ager, then assistant sales 
manager and later general 
sales manager. He became a 
board member in 1930. Mr. 
Anderson then was elected 
secretary, then treasurer, and 
became president in 1942. He 
was elected board chairman 
in 1958. 

Mr. Anderson, a former 
member of the executive com- 
mittee of the National 
Wholesale Hardware Assn., 
will continue to live at 2926 
LaBore Rd., St. Paul. 


Rose, Kimball & Baxter 
Sells Automotive Div. 


In a move to provide more 
warehouse space for its ex- 
panding dealer business, 
Rose, Kimball & Baxter, 
Inc., Elmira, N. Y., whole- 
saler, has sold its Automo- 
tive Division. 

The automotive inventory 
was purchased by Whipple’s, 
Inc., Binghamton. Four 
RK&B automotive salesmen 
have joined Whipple’s in 
the move. 





Lee Hardware is Building New Warehouse 
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W. F. Barnes (center), president of Lee Hardware Co., Shreveport, 
La. wholesaler, checks over the building permit and plans for his 
firm's new warehouse and office building now under construction. 
W. M. Werner (left), general contractor, and Benton Kelly, city 


building inspector, look on. 


Lee's new 83,000 sq f building will 


have the warehouse portion on one floor and air conditioned offices 
on two floors. There will be a receiving area for three railroad cars 
and three trucks and also three separate loading areas for outbound 


freight. 


Fishing Tackle Sales to Rise 8 Percent 
In 1961; Tackle Group Fights Tariff Cuts 


The fishing tackle industry 
is down 4.7 percent from 
last August until June com- 
pared with the same period 
for a year earlier. This drop 
was largely due to the un- 
seasonable spring weather 
this year, yet, 1960 is still 
expected to make a good 
showing in tackle sales, ac- 
cording to A. J. Boehm, ex- 
ecutive director of the As- 
sociated Fishing Tackle 
Mfrs. group. He went on to 
say that 1961 should be 6 to 
8 percent higher than a good 
1960. 

C. C. Ellis of Stratton & 
Terstegge Co., Louisville, 
and president of the fishing 
tackle group, commented 
that “1959 was the best year 
Stratton & Terstegge has 


ever had in tackle sales and 
I’m not at all certain 1960 
won’t be better.” 

These comments were 
made at the Associated Fish- 
ing Tackle Mfrs. trade show 
at the Hotel Sherman in 
Chicago, July 31-Aug. 3. 

Of particular interest to 
dealers was Mr. Ellis’ re- 
port on the strong trend to 
improved packaging and 
merchandising aids. 

Another point he _ spot- 
lighted is the national trend 
to family recreation and its 
impact on the tackle indus- 
try. 

A recent report from the 
Senate Select Committee 
headed by Sen. Kerr (D- 
Okla.) predicted there will 

(Continued on page 111) 





Syndicate Offers to Buy Huey & Philp Stock; 
Offer Open to Stockholders Until Sept. 30 


An offer to buy the stock 
of Huey & Philp Co., Dallas 
wholesaler, has been made 
by Harry Lebensfeld, presi- 
dent of United Industrial 
Syndicate, Inc., New York. 

Employment agreements, 
effective if the sale is closed, 
will keep Alvin H. Lane, 
president, and William H. 
Philp, vice-president, at these 
posts for six months, and as 
long afterwards as agreed 
on by these executives and 
the new board. 

The financial condition of 
the company is “completely 
sound” Mr. Lane informed 
218 stockholders in announc- 
ing the offer to buy stock. 

The announcement pointed 
out that a substantial num- 
ber of stockholders and bro- 
kers from time to time 
wanted to sell their shares 
and “also expressed dissatis- 
faction with the price which 
can be obtained for isolated 
blocks of shares.” Manage- 
ment felt that a fair offer 


should be presented to the 
stockholders. 

Mr. Lebensfeld’s offer is 
to buy 80 percent or more of 
the stock at $25 a share. If 
less than 80 percent is of- 
fered, he has the option to 
buy that amount. The offer 
is open until Sept. 30. 

Board members, holding 
more than 25,000 shares, 
have offered to sell. There 
are 78,500 shares outstand- 
ing. 

Huey & Philp was estab- 
lished in 1872 in Dallas as a 
retail hardware business. It 
now has about 55 percent of 
its business in wholesale 
hardware, the balance in 
restaurant and hotel ac- 
counts. 

The company’s stock was 
traded at around $16 to $18 
at the time of the offer. Book 
value is about $38. Earnings 
last year were $1.96 a share. 

United Syndicate owns 
and operates 13 companies 
in the U. S. and Canada. 
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PRENTISS BOULTINGHOUSE 


Texas Wholesaler's 
Sales Promotion Man 


Prentiss Boultinghouse, 
a long-time employee at Cor- 
pus Christi Hardware Co., 
Corpus Christi, Tex., whole- 
saler, is sales promotion 
manager for the firm. The 
post was created a_ short 
time ago. 

Mr. Boultinghouse joined 
Corpus Christi in 1946 as 
an order picker. He ad- 
vanced to the inside sales 
desk in 1950 and later drove 
a trailer while acting as 
driver-salesman. In 1952 he 
became a territory salesman 
and returned to headquar- 
ters as a specialty salesman 
in 1958. 

Mr. Boultinghouse, who 
became sales promotion 
manager earlier this year, 
coordinates company sales 
force activities in special 
campaigns, organizes dealer 
demonstrations and sales 
meetings in addition to reg- 
ular promotion jobs. 


Mid-America Show Aims 
At Big Outdoor Market 


New items will be the fo- 
cal point of the second an- 
nual Mid-America Lawn, 
Garden and Outdoor Living 
Trade Show, at Chicago’s 
Navy Pier, November 13-15. 

Manufacturers are aim- 
ing at the big outdoor liv- 
ing market and its great 
growth potential. One basis 
for this outlook is the record 
high home ownership of 61 
percent, and rising. 

Frank M. Yeager, man- 
aging director, estimates 
that 10,000 buyers will be 
on hand to look over the 
flood of new items on dis- 
play. 

Exhibition hours for the 
three-day event will be as 
follows: Nov. 13, 1 p.m. to 
7 p.m.; Nov. 14, 10 a.m. to 


8 p.m.; Nov. 15, 10 a.m. to 
5 p.m. Chartered buses will 
run regularly from loop ho- 
tels to Navy Pier. 

To register in advance 
and avoid delays at the show 
write: Mid-America Lawn 
Garden and Outdoor Living 
Trade Show, 331 Madison 
Ave., New York 17, N. Y. 


Pittsburgh Wholesaler 
Elects New Officers 


J. A. Williams Co., Pitts- 
burgh wholesaler, has elected 
officers to new posts. 

Aaron M. Jaffe has been 
elected chairman of the 
board and treasurer. Leroy 
L. Williams was elected pres- 
ident. Louis Williams and 
A. H. Wagman have been 
elected vice-presidents. And, 
Oscar A. Spirer is secretary. 

In addition, James D. Wil- 
liams has been named assis- 
tant treasurer and William 
A. Jaffe assistant secretary. 


W. H. HEATH 


Heath Joins Gilmour; 
Named Sales Manager 


W. H. Heath has been ap- 
pointed sales manager of 
Gilmour Mfg. Co., Somerset, 
Pa. He had been sales man- 
ager of Buch Mfg. Co. 

Before joining Buch, Mr. 
Heath was assistant sales 
manager of the Disston Div.., 
H. K. Porter Co., Philadel- 
phia. 


Builders’ Hardware 
Convention Program 


(Continued from page 106) 
hardware distributing fields 
will discuss reasons for busi- 
ness and personal successes. 

The third session will be 
on Sept. 28 following the 
NBHA members’ breakfast. 
Dr. George D. Wilkinson, 
George Wilkinson Associ- 
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Mitchell-Powers Men Amass 164 Years 


Mitchell-Powers oldtimers, left to 
Powers, George M. Whitfield. 


Three men have amassed 
a total of 164 years of ser- 
vice at Mitchell-Powers 
Hardware Co., Bristol, Va., 
wholesaler. 

One of the three oldtimers 
is James C. Powers, whose 
father, H. W. Powers, 
founded the business in 1880. 
Mr. Powers joined the firm 
when he was 20 years old 
and has been with it for 50 
years. 

Mr. Powers is treasurer of 
the company. Also, he heads 
the paint department, with 
which he has been associated 
since he joined Mitchell- 
Powers. 

Bruce E. Harr is another 
oldtimer, and he has 53 
years’ service. He started 


right: Bruce E. Harr, James C. 


when he was 19 years old. 
Mr. Harr has worked in the 
receiving and stock depart- 
ment since he came to the 
company and is currently in 
charge of the department. 

Oldest of the three, in 
terms of service, is George 
M. Whitfield, who can claim 
61 years of service to his 
employer. He joined the 
company when he was 11 
years old and made rounds 
with a pushcart. Later he 
became chief stove repair- 
man. 

All three of these men are 
still active in the Mitchell- 
Powers daily operation and 
play an important role in 
maintaining the firm’s repu- 
tation for courtesy and ser- 
vice. 





ates, Princeton, N. J., will 
speak on “Management Con- 
trols Profits.” 

The NBHA Exposition 
grand opening will be at 
noon Sept. 26. The exhibit 
will also be open during the 
afternoon of Sept. 27, and 
from 11 a.m. on Sept. 28. 


The annual banquet be- 
gins at 7:30 p.m. Sept. 27. 

Other social events are a 
ladies luncheon on Sept. 26, 
and an ASAHC-NBHA past 
presidents’ luncheon Sept. 
27. 


S & 9 Dealers See Big 
Christmas Toy Season 


S & Q dealers are expect- 
ing a 10 percent increase in 
toy sales this Christmas, ac- 
cording to reports from re- 
cent meetings. 


Dealer members of the 
S & Q voluntary chain, 
sponsored by Janney, Sem- 
ple, Hill & Co., Hopkins, 


Minn., wholesaler, backed 
their views during a series 
of recent meetings. 


These dealers will use two 
separate consumer books 
this year. One will be a 24- 
page toy book to be released 
in early November. A sepa- 
rate 16-page gift book will 
be released during the last 
week of November. 


S & Q dealers have been 
supplied with a breakdown 
of toy sales by types, as a 
guide in placing orders. 


Whitlock Elects Two 
To Pro Advisory Board 


Two Pro franchised deal- 
ers affiliated with Whitlock 
Corp., Yonkers, N. Y., whole- 
saler, have been elected to 
the dealer advisory board. 

The dealers are: Dave 
Bond of Bond Hardware, 
Fishkill, N. Y., and Les 
Greengrove of the Glass Co., 
Belleville, N. J. 








True Value And Buhl 
Dealers At Toy Shows 


True Value dealers and 
Associated dealers of Buhl 
Sons Hardware Co. held 
their annual toy show at the 
Evanston, Ill. headquarters 
of Hibbard, Spencer, Bart- 
lett & Co. and at the Detroit 
home office of Buhl Sons Co. 

The Christmas promotion- 
al program was discussed by 
True Value dealers at a 
meeting following the toy 
show. The program includes 
a gift book, a 32-page, 4- 
color catalog called “Toy 
Parade,” and an 8-page, 4- 
color toy circular with spe- 
cial prices. An 88¢ toy sale 
will be repeated this year. 

According to Ed Kan- 
towicz, vice-president and 
merchandise manager, Hib- 
bard, Spencer, Bartlett & Co., 
dealer buying was brisk at 
the toy show because they 
expect good holiday sales. 


WILLIS 8. BOICE 


Boice-Crane Appoints 
Boice Sales Manager 


Willis S. Boice has been 
promoted to sales manager 
by Boice-Crane Co., Toledo, 
Ohio. He was assistant sales 
manager. 

Mr. Boice joined the firm 
in 1952 as a member of the 
sales organization. Before 
that, he had been a sales rep- 
resentative and sales analyst 
for a national food processor. 


Ekco Names James Bond 
President of Sila-Flex 


James D. Bond has been 
appointed president of Sila- 
Flex, Inc., according to Don- 
ald S. Burrs, vice-president 
of Ekeo Products Co., Chi- 
cago. 

Sila-Flex, manufacturer of 
glass fiber fishing rods, was 
recently acquired by Ekco as 
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a subsidiary. It is located in 
Costa Mesa, Calif. 

Mr. Bond was formerly 
vice-president and general 
manager of Lighting Dynam- 
ics, Inc. Earlier, he was as- 
sociated with Ekco in vari- 
ous executive capacities. 


Cooper Thermometer 
Marks 75th Anniversary 


The Cooper Thermometer 
Co., Pequabuck, Conn., is 
celebrating its 75th year of 
manufacturing. 

The firm’s founder was 
David G. Cooper, inventor of 
the oven thermometer. Pres- 
ent officers and directors are 
H. R. Whittier, president; 
E. S. Whittier, vice-president 
and treasurer; and R. R. 
Beaucar, secretary and as- 
sistant treasurer. 


Bissell Appoints Rein 
General Sales Manager 


Walter C. Rein has been 
named general sales mana- 
ger of Bissell, Inc., Grand 
Rapids, Mich. He replaces 
Robert E. Gray, who has 
resigned. 

Before joining Bissell, Mr. 
Rein was a manufacturers’ 
agent in Kansas City, Mo. 

In another move, Bissell 
named Arlan J. Shaffer, for- 
mer sales promotion mana- 
ger, director of advertising. 
He replaces William B. Fors, 
who has resigned. 


Delaware Hardware Co. 
Is Being Liquidated 

Delaware Hardware Co.. 
Wilmington, Del., is in the 
final stages of liquidation, 
and the warehouse building 
is for sale, company officials 
have announced. The com- 
pany was reorganized last 
year and apparently plans 
to provide greater dealer 
coverage have been aban- 
doned. ( See H A, Oct. 8, 
1959, p. 183.) 


AMF Acquires Wen-Mac 


American Machine & 
Foundry Co., New York, has 
acquired Wen-Mac  Corp., 
Los Angeles maker of hobby 
toy engine airplanes. Wen- 
Mac will operate as a 
wholly owned subsidiary of 
AMF with management and 
policies remaining the same. 





Meet price competition profitably with new 


RED JACKET 


“CUSTOM Sabmega’ 
PUMPS 


(AQ 


7 GPM MODEL 
8 STAGE “4 HP 


Built with Traditional 
Red Jacket Quality For 
Dependable, Trouble-Free Service 


Red Jacket ‘‘Custom Submerga’’ 
Pumps have a combination of fea- 
tures that assures high performance 
and dependable operation not avail- 
able in similar priced units. 
‘“Custom”’ Line retains many of the 
‘“‘Imperial” features but are priced 
to sell competitively with other sub- 
mersible pumps which lack Red 
Jacket quality. These features 
include: 


A six-spline shaft for a positive drive 

of impellers. A water lubricated, 

easy to service, 3-wire motor with 

windings hermetically sealed in 

stainless steel. High performance 

pumping to 400 feet with capacities 

to 900 gallons per hour. Smooth, corrosion and 
abrasion resistant DuPont Delrin impellers and 
diffusers!. 


Available in a range of models to handle most 
farm and suburban home capacities from most 
pumping depths. Your Red Jacket distributor can 
explain all the features of Custom models ‘‘Sub- 
merga”’ pumps. Call him today. 

LAAT Series only 


ua RED JACKET 
MANUFACTURING CO. 
Davenport, lowa 


Warehouses: Athena, Ore.; Boyertown (Philadelphia), Pa.; 
Jacksonville, Fla.; Memphis, Tenn. 











Want more facts? Circle 178, p. 69 
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gay COMCOPE I” ToOm Aumiditiers 


a Balankunatt 


COOL-VAPOR (NO HEAT) 


HUMIDIFIER - VAPORIZER 


&, finest on the market! 


BENEFICIAL—Creates healthful atmosphere 
by automatically raising relative humidity 
to comfort level — eliminates “dry air’ 
damage to furniture and woodwork 
PRACTICAL—Fill at faucet— 2 -gal. capacity 
—vaporizes 12 to 16 oz. per hr., place where 
needed—runs hours without attention 
and profitab/e—large margin, low price and 
huge potential (over 30,000,000 prospec- 
tive users!) make this the most exciting 
new appliance on the market. Nationally 
advertised. 
Make over 42% profit on each unit 
with special introductory deal—1 FREE with 11! 
. ask your wholesaler! 
HANKSCRAFT COMPANY, Reedsburg, Wisconsin 
Stock the complete line of famous Hankscraft Vaporizers — $4.95 to $9.95 
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THE HANDIEST THING _— 
SINCE 


FROM 6 INCHES 
TO 10 FEET LONG 


aiatek on or 
“ pohind work benches, 
in the lab, on test tables, 
in lamp or appliance stores — 

provides multiple taps from a single 

power source. Safe — concealed conductors — 

tight positive contacts — easy to install in ony pocnam: 

Sold by Electrical, Electronic and 

Hardware Jobbers and Dealers 


Tap-A-Line Mfg. Co. 
P.O. Box 563 
Pompano Beach, Fla. 


j 





BETTER HOUSEHOLD 
HARDWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 181, p. 69 
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News of the Trade 
brief reports of 


MANUFACTURERS’ SALESMEN 


@ Black & Decker Mfg. Co., Towson, Md.—Sales and ser- 
vice appointments. Gordon N. Anderson to hardware 
representative for the Chicago district replacing B. M. 
Christy, who has resigned. Mr. Anderson will headquarter 
in Minneapolis; James J. Prendergast to branch service 
manager for the new branch in San Diego, Calif.; George 
Rudat to branch service manager at Chicago replacing 
A. A. Lazar who has resigned; Charles L. Perz to branch 
service manager at Pittsburgh. 


@ Nixdorff-Krein Mfg. Co., St. Louis—Three salesmen 
have new assignments. John Ruhl to Kansas, Minnesota, 
and parts of Nebraska, Iowa and Missouri out of Kansas 
City; Boyd Blackwell to Ohio and parts of Illinois, In- 
diana, Iowa and Wisconsin; Robert Cecil to southern I)I- 
linois, Indiana and parts of Missouri and Kentucky. 


@ Pecora, Inc., Philadelphia—Glisson Wilson, former Dal- 
las salesman, to branch manager of the Garland, Tex. 
operation. Jack Barker, former public relations man, has 
been named representative for Texas and Louisiana ter- 
ritories out of Garland. 


@ Aladdin Industries, Inc., Nashville, Tenn.—Edward B. 
Davis, formerly with Block Drug Co., to West Virginia, 
western Pennsylvania and western New York; Howard H. 
Dennis, formerly with Dennis Co., manufacturers’ agents, 
to North Carolina, South Carolina, Georgia and Alabama; 
Louis J. Fortier to Arkansas and Louisiana. 


@ Standard Tool Co., Cleveland—Fred S. Haas, Jr., from 
southern Ohio representative to Chicago district manager. 
He succeeds Ben McConnell who has resigned. 


@ Landers, Frary & Clark, New Britain, Conn.—Ruben R. 
Schoenberg, formerly midwest regional manager for Du- 
mont-Emerson Corp., to midwestern regional manager. 


@ Wheatland Tube Co., Philadelphia—Gus Hartman to 
Pacific Coast sales manager. He replaces Charles W. Boyle, 
who has retired after long service with Wheatland. 


@ Penco Div., Alan Wood Steel Co., Oaks, Pa.—W. Keith 
Allardice named sales engineer for eastern Pennsylvania 
including Philadelphia for Penco equipment. 





news in brief of 


MANUFACTURERS AGENTS 


@ Atlas Tack Corp., Fairhaven, Mass.—Southern New 
Jersey, eastern Pennsylvania, Delaware, Maryland and 
Washington, D. C., to Rogers Sales Co., Moorestown, N. J.; 
Tennessee, Alabama and Mississippi to C. R. Eaves, Chat- 
tanooga, Tenn.; Central and southern Illinois to Bert J. 
Clark Co., Kansas City, Mo.; Northern Illinois and south- 
eastern Wisconsin to Steinmetz & Kelly, Chicago; Minne- 
sota, North Dakota, South Dakota, western and northern 
Wisconsin and western Michigan to H. & V. Sales, Minne- 
apolis. 


@ Orchard Industries, Inc., Carlisle, Pa—Three agents 
have been named. Maine, New Hampshire, Vermont, Mas- 
sachusetts, Rhode Island, Connecticut, New York, Pennsyl- 
vania, New Jersey, West Virginia, Ohio, Virginia, North 
and South Carolina, Georgia, Alabama, Mississippi and 
Florida to Aitken’s Archery Associates, Carlisle, Pa.; 
eleven western states to Hugh Rich Archery, Inc., Glen- 
dale, Calif.; Arkansas, Louisiana, Oklahoma and Texas to 
Kenny Haspel, San Angelo, Tex. 


@ Clayton & Lambert Mfg. Co., Louisville—California, 
Nevada, Arizona, New Mexico and El Paso, Tex. to 
George P. Wilcox Co., Los Angeles. 








Central States Club 
Sets Date for Dinner 


The Central States Hard- 
ware Club will hold its 20th 
annual stag dinner party in 
connection with the Atlantic 
City Hardware Convention. 
The dinner will be held on 
Oct. 16 at the Shelburne Ho- 
tel. Cocktails will be served 
at 7 p.m. with dinner and 
entertainment to follow. 

A special train from Chi- 
cago to Atlantic City is again 
being sponsored by the Club. 
The train will leave Chicago 
at 5 p.m. CDT, Oct. 15 and 
arrives in Atlantic City at 
9:55 a.m., Oct. 16. It will 
leave Atlantic City at 5:30 
p.m., Oct. 19 and arrives 
Chicago 9 a.m. Oct. 20. 

For reservations contact 
L. G. McSteen, district pas- 
senger agent, Pennsylvania 
Railroad, 16 LaSalle St. Chi- 
cago 3. 


Paint Groups Attack 
Deceptive Advertising 


For many months 
the National Paint, Varnish 
& Lacquer Assn. and its 
president, Joseph F. Battley, 
have carried on a battle, 
with an ever increasing 
tempo, against misleading 
advertising of low grade 
paints. 


Almost weekly, a new 
voice is added to the hue and 
cry to eliminate so called 
bait advertising such as the 
“2 for 1” deals currently be- 
ing used by shoddy “paint” 
makers and discounters. 

The National Better Busi- 
ness Bureau has issued a 
bulletin condemning mislead- 
ing advertising. Better 
Business Bureaus in some 
cities have also issued bulle- 
tins warning that “Such 
sales as 2-for-1 or One Cent, 
shall be viewed as accurate 
only when based on the bona 
fide price of a single unit 
and free of deceptive strat- 
agems.”’ 

The latest voice to be 
heard against such practices 
is that of the Retail Paint & 
Wallpaper Distributors of 
America. Lovell W. George, 
director of industry rela- 
tions, announced that the 
group plans a militant pro- 
gram against the “trash 
sellers” and will take legal 
action wherever possible. 


In addition, the Joint 
Paint Industry Coordinating 
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now, 





Committee urges  business- 
men in all segments of the 
industry to place greater 
emphasis on pointing out to 
the public the benefits of 
using quality products. 

The JPICC is made up of 
representatives from the Na- 
tional Paint, Varnish & Lac- | 
quer Assn., Retail Paint & | 
Wallpaper 


of America group. 


Fishing Tackle Sales 
May Rise 8 Percent 


(Continued from page 107) | 
be 47 million fishermen by | 


1980 (compared with today’s 
30 million). These fisher- 
men are expected to spend 
$4.5 billion on the sport. 
As a climax to the show, 
the executive 


iffs on imported tackle. 
AFTM figures show that im- 
ports of fishing tackle rose 
from $5 million in 1950 to 
$38 million annually. 
Dwayne W. Laws, vice- 
president of the National Re- 
tail Hardware Assn., 
featured 
meetings. 
Show attendance reached 
3445 for the four-day event. 
New standards for desig- 
nating the size of fly fishing 
lines were also announced at 
the show meetings. These 
standards will be fully ex- 
plained in a brochure to be 
produced by the AFTM. 
Next year’s show will be 
held Aug. 20-23 again at the 
Hotel Sherman, Chicago. 


speaker at the 


News About Dealers 





(Continued from page 106) 
the length of the store to 
carry heavy items to a cus- 
tomer pick-up station. About 
100 people will be employed 
at the Palma Ceia branch. 


DAP is Now DAP, Inc. 


Dicks- Armstrong- Pontius, 
Inc., Dayton, Ohio, has 
changed its name to DAP, 
Inc. The Dicks-Armstrong- 
Pontius name was adopted 
when Dicks-Pontius Co. and 
Armstrong Co. merged in 
1957. The DAP brand name 
was also introduced at that 
time. 





Distributors of | 
America, and the Painting | 
and Decorating Contractors | 


committee | 
members prepared an affi- | 
davit to support its brief op- | 
posing the reduction of tar- | 


. Pristure free, 
: ge poys shree 
pETAILs . 
+ “amo ity, TEN 





was a4 





PROFIT 
PRODUCER 


if 
CAME and 
— 2 oo — 


Contact your jobber today for full details on OLT’s 
famous line of 25 Game and Bird Calls and 5 in- 
struction records—wanted by hunters everywhere! 


WLT’s 


PHILIP S. OLT CO. 


PEKIN ° ILLINOIS 
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WILLIAM C. HETTLING 


Yale & Towne Names 
Hettling to Sales Post 


William C. Hettling has 
been promoted to assistant 
general sales manager of the 
Yale Lock and Hardware 
Div. of Yale & Towne Mfg. 
Co., White Plains, N. Y. He 
has been assistant contract 
hardware sales manager for 
the division since 1959. 

Mr. Hettling joined Yale 
& Towne in 1952 in the Yale 
lock and hardware sales 
training course. He later 
became a salesman in vari- 
ous territories before his ap- 
pointment as manager of 
metal door hardware sales in 
early 1959. 

Mr. Hettling, who will re- 
main at the White Plains 
offices, is a member of the 
Joint Metal Door Hardware 
Standards Committee of the 
National Builders’ Hard- 
ware Assn. 


True Temper Expands 
Fishing Tackle Setup 


True Temper Corp. has 
expanded and reorganized its 
fishing tackle sales division, 
according to R. R. Raymond, 
sales vice-president. 

The Cleveland firm now 
has a 23-man sales force 
which includes a number of 
manufacturers’ agents, all 
under the direction of A. H. 
Egger, sales manager. F. J. 
Erdmann, assistant sales 
manager, will take on added 
responsibilities. 

Here is the territorial line- 

up. 
East: Malay & Gillen, 
Inc., River Edge, N. J. cov- 
ering Me., N. H., Vt., Mass., 
R. I., Conn., N. Y., Penna., 
Del., N. J., Md., and Wash., 
D. C. William Yearley, 13- 
year True Temper veteran, 
has joined this agency to 
cover New England. 

South: Britton & Green- 
wood, Knoxville, Tenn., cov- 


ering Ala., Fla., Ga., Ky., 
Miss., N. C., S. C., Tenn., 
Va., and W. Va. Taylor 
Britton and Vern Green- 
wood, agency owners, are 
both former True Temper 
men. Carl Dahlstrom has 
joined them as an associate. 

East-North Central: Ed 
Olson, formerly northwest 
salesman, has moved to Chi- 
cago to cover Illinois. Rob- 
ert Cary continues in Ohio, 
Ind., Mich., and Wheeling, 
W. Va. 

Midwest: Walsh, Gardner 
& Fensom, Inc., Kansas City, 
Mo., covering Kans., Miss., 
Neb., Minn., Wisc., lIowa., 
N. D., S. D. Two owners of 
the firm, John Walsh and 
Robert Gardner, are former 
True Temper salesmen. 

Southwest: Bob Abb Sales, 
Sherman, Tex., covering 
Tex., Ark., La., and Okla. 
Gordon Ray, formerly True 
Temper southwestern region- 
al sales manager, has joined 
the Abb organization. 

Northwest: Gillard-Sneyd- 
Chase Co., Bellevue, Wash., 
covering Wash., Ore., Idaho, 
Mont., and Wyo. 

West: Stan Phillips & As- 
sociates, San Mateo, Calif., 
covering Calif., Colo., Ariz., 
N. M., Utah, Nev., Hawaii, 
and El Paso, Tex. Chet 
Ryan, former True Temper 
salesman, has joined the 
firm. 


Len Harris Is Partner 
In Mirror Company 


Len Harris, formerly with 
Presto Lock Co., Garfield, 
N. J., has become a partner 
in a company manufactur- 
ing mirrors. This is the 
Mirror-Tech Mfg. Co., 111 
Cedar St., New Rochelle, 
ee & 

Mr. Harris also is the gen- 
eral sales manager. The 
company makes pilferage 
mirrors, and inspection mir- 
rors for the hardware trade. 


G. E. Hartwell Named 
At Hanlon & Goodman 


G. E. Hartwell has been 
appointed assistant to presi- 
dent Philip H. Thayer. He 
will direct a company ex- 
pansion program. 

Mr. Hartwell, who has 
spent his entire career in the 
paint brush industry, joined 
Hanlon & Goodman after a 
long association with the 
Brush Div. of Pittsburgh 
Plate Glass Co. 
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Ric Leichtung Heads 
Standard Can Sales 


Ric Leichtung has _ been 
appointed sales manager of 
consumer products for 
Standard Can Corp., Leets- 
dale, Pa. He succeeds 
George B. Rosen who has 
become a manufacturers’ 
representative in Pittsburgh. 

Mr. Leichtung, who was 
formerly general manager 
of Brookpark, Inc., will have 
his headquarters in New 
York. 


May Hardware Expands 
Services For Dealers 


May Hardware Co., Wash- 
ington, D. C., wholesaler, 
has announced it is closing 
a division selling major ap- 
pliances and kitchen units 
to the building trade. The 
manpower and space of this 
division will be used in ex- 
panding the company’s Pro 
Group program of merchan- 
dising and advertising for 
dealers. 


Majestic Silver Co. 
Celebrates 50 Years 


Majestic Silver Co., New 
Haven, Conn., is celebrating 
its 50th anniversary as a 
manufacturer of flatware. 

Max L. Baker founded the 


OBITU 


William T. Hancock 


William T. Hancock, 68, 
retired employe of Bluefield 
Hardware Co., Bluefield, 
W. Va., wholesaler, died July 
28 after a brief illness. Mr. 
Hancock was manager of the 
plumbing and heating de- 
partment at Bluefield Hard- 
ware before his retirement. 


Frank A. Streibich 


Frank A. Streibich, 75, 
owner of Streibich Hard- 
ware store in Peoria, III., died 
July 21 at Proctor Hospital, 
Peoria. Mr. Streibich oper- 
ated his store in Peoria for 
30 years and was a member 
of the Retail Hardware Deal- 
ers Assn. 


Robert O. Jones 


Robert O. Jones, 82, retired 
hardware dealer, died July 
27 at a Tucson, Ariz., hospi- 
tal. Before establishing his 


firm in 1910. Now 81, Mr. 
Baker is still active in the 
business as chairman of the 
board. Two sons, Milton and 
David, are president and 
vice-president respectively. 


Sporting Goods Group 
Elects Erath President 


Bob Erath has been 
elected president of the 
Sporting Goods Jobbers 
Assn. Mr. Erath is presi- 
dent of the Bob Erath Co., 
South Bend, Ind. 

Other officers elected at 
the annual dinner meeting 
Aug. 1 at the Bismarck Ho- 
tel in Chicago are: 

Ward Munson, Munson 
Sporting Goods Co., West 
Covina, Calif., first vice- 
president; Walter Grody, 
T-High~ Sports Equipment, 
Syracuse, N. Y., second vice- 
president; James I. Rorke, 
Robinson Co., Atlanta, Ga., 
treasurer. 

New directors are Jack 
Husbands, Morrow - Thomas 
Hardware, Amarillo, Tex.; 
R. H. Patterson, Kunkels 
Sporting Goods, Davenport, 
Iowa; Harold B. Evans, 
T. H. Bradley Co., Water- 
town, N. Y.; Mrs. John 
Biewer J. A. Biewer Co., St. 
Clair, Mich.; William 
Faunce, Sr., Bostwick-Braun 
Co., Toledo. 


ARIES 


first hardware store, Mr. 
Jones traveled for 26 years 
as a salesman out of Chicago 
for Hibbard, Spencer, Bart- 
lett & Co., Evanston, III. 
wholesaler. He retired in 1946 
but returned to the business 
in his own stores in 1948. 
Shortly after this he retired. 


Leo Breese 


Leo Breese, 69, owner of 
Breese Hardware Co., Wich- 
ita, Kans., died Aug. 4 at 
Wesley Hospital in Wichita. 
Last year Mr. Breese cele- 
brated his 50th year in busi- 
ness at the same location. He 
and his father, A. G. Breese, 
moved the business from Ne- 
braska in 1909. 


A. G. Thompson 


A. G. Thompson, 55, an ex- 
ecutive with Long-Lewis 
Hardware Co. at Bessemer, 
Ala., died July 26 at his 
home in Bessemer. 
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Sales representatives and management people who attend the annual sales meeting of Nicholson File Co. are shown at the Anderson, 
Ind. plant where the meeting was held Aug. 1-2. Paul C. Nicholson, Jr., president, and Edmond A. Neal, vice-president and domestic 


sales manager, were among the featured speakers. They reported good sales for the first six months and expect continuing good sales 
for the remainder of the year. 


A report in pictures of events in the trade 


The 1961 Turfmaster line of mow- 
ers and tillers were previewed at 
the July 27-30 sales meeting of 
Dille & McGuire Mfg. Co., Rich- 
mond, Ind. Company sales people 
and representatives attended field 
demonstrations and heard sales 
plans for 1961. Seated left to 
right, are H. A. Tschudy, D. S. 
Riser, C. W. McGuire, W. S. 
McGuire, H. P. Bangert, E. E. 
Scad. Standing left to right, L. 
Scanlan, F. Gruver, L. D. Racker, 
Jr.. G. Smith, H. C. Knarzer. 
J. J. Waggett, R. L. Speed, W. E. 
Rivinius, R. Homan, R. A. Loewer, 
E. C. Stedman, V. R. Nutter, O. 
H. Hoff, M. R. Boyd, W. Gardner, 
J. V. Shafer, |. G. Brown, D. H. 
Tschudy. 


Officials and guests of Old Pal, 
Inc., deplane at Meigs Field, 
Chicago, after a chartered flight 
from Lancaster, Pa. About 30 
wholesalers had been entertained 
at Old Pal headquarters in Lititz, 
Pa. and then flown to the recent 
Associated Fishing Tackle Mfrs. 
Show. Shown left to right: C. W. 
Kulp (partly hidden), Kulp's 
Sporting Supplies, Lancaster; 
David S. Morrison, vice-president, 
and Richard G. Woolworth, pres- 
ident of Old Pal; Tony Sallazzo, 
F & S Sales Co., Bolivar, N. Y.; 
Floyd Maurer (partly hidden), 
Western Wholesale Sporting 
Goods Co., Oakland, Calif.: 
Thomas A. Bertell and John 
Cohen of J. A. Williams Co., 
Pittsburgh; Cecil L. Wheeler, 
a & Walker Co., Portland, 
@. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 

Representatives Wanted, etc. 
Set solid, maximum 50 words 
Each additional word 

Positions Wanted 

eon Rate) set solid, maximum 

~ additional word 


05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more cop- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be torwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 





REPRESENTATIVES WANTED 


SALESMAN WANTED 


For one of East Coast’s oldest and largest whole- 
salers of Hardware, Housewares, Toys, Sporting 
goods, etc. Excellent opportunity for experienced man 
with a following to associate with this aggressive 
full-line company, whose territory covers lower New 
England down to Virginia. Submit complete resume. 


Box H-30, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS REPRESENTATIVES 


Established Manufacturer of Epoxy Resins, formu- 
lated into porcelain refinishing products, aerosol ap- 
plied, has exclusive territories available for qualified 
men calling on hardware wholesalers, distributors, 
variety chains, housewares, plumbing and building 
suppliers. Product thoroughly tested and guaranteed. 
After use in its service department, for past two 
years, now perfected so it can easily and successfully 
be applied by anyone. 
Box H-49, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











hard- 
for hot new (patent pending) vinyl 
insert aluminum threshold. Design makes all 
others obsolete. Price competitive. Most terri- 
tories still open. Box H-23, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


AGENTS WANTED, covering builders’ 


ware jobbers, 





SALESMAN PLUMBING & HEATING 
SPECIALTIES. Sell for established firm 10% 
commission. Exclusive Territory. Replies held 
confidential. Akron Supply Co., Inc., 216 Grand 
Street, Brooklyn 11, N. Y. 








SALESMAN WANTED TO CALL ON 
HARDWARE Stores in established Western Pa. 
and Western New York Territory to sell Dog 
Goods, Leather Goods and Hardware. This is a 
good full time proposition for the right man. 
Orrville Leather & Hdwe. Corp., Orrville, Ohio. 

SALESMAN — EXPERIENC ED . 
over old established Jersey 
Hardware Dealers, Lumber 
stores. Wonderful opportunity for right man— 
drawing against commission. Box H-41, c/o 
Harpware AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





To take 
territory—call on 
Trade and Chain 








ACTIVE SALES REPRESENTATIVE 
WANTED FOR New York and New England 
to take line of High quality shovels and axes 
for Hardware Retail Trade. Box H-47, c/o 
HarpwareE Acs, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





HARDWARE SALESMAN 


SALESMAN with good following in hardware and 
allied trade to sell the finest exclusive brand 
popular-priced cutlery line. We specialize in pocket, 
fishing, and hunting knives and furnish dealers a 
variety of display fixtures. Exclusive territory — 
commission on all orders from territory. Must be 
a high caliber, neat, experienced, industrious sales- 
man. Give full pone cage es territory 
covered, other lines .. 
Box H-36, ore MARD' AGE 
Chestnut & s6th “sts. villedelphia 39, Pa. 





PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men 
with established following now calling on 
Paint, Hardware Stores and Lumber Yards, 
etc. Give all particulars first letter, all in- 
quiries held strictly confidential. Write: Ma- 
jestic Brush Mfg. Corp., 210 W. 29th St., 
New York 1. 











REPRESENTATIVES WANTED 


EXCELLENT LINE for sales represen- 
tatives calling on the retail trade in 
hardware, department, variety and chain 
stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giv- 
ing territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Pau! 6, Minn. 











SALESMEN WANTED contact hardware, 
builders’ supply and manufacturers for sale of 
packaged do-it-yourself and standard sheet line 
perforated metal, also enamel cast iron cookware, 
two or three other attractive items available for 
right man. State experience, lines now handling. 
Covering 200-mile radius Philadelphia. Box H-29, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


MANUFACTURERS REPRESENTATIVES 
WANTED BY established manufacturer of bath- 
room medicine cabinets. Quality cabinets at com- 
yetitive prices. Good commissions. State of 
Michigan and states of Washington and Oregon 
available. Representative should call on whole- 
sale hardware, plumbing and electrical jobbers 
State territory covered, present lines and age. 
Box G-17, c/o Harpware Ace, Chestnut & 56th 
Sts., a 39, Pa. 





REPRESENTATIVE WANTED THAT 
CALLS ON HARDWARE AND PAINT 
TRADE. Large Chicago manufacturer of com- 
plete trade sales paint line has opening for 
Southwest Iowa and the state of Nebraska. Some 
established business. Opportunity for steady high 
volume. Advise territory covered and lines han- 
died. Box H-45, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia a, wes 











REPRESENTATIVE WANTED TO SELL 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl! and mother 
of pearl covered closet seats. All types Industrial 
x including hose for automatic washers. Box 
C-30, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


REPRESENTATIVES WANTED calling on 
wholesale hardware, lawn equipment, department 
stores, chain stores, to sell the outstanding gaso- 
line powered lawn edger, patented EMSCO. Com- 
petitively priced, nationally advertised. Most ter- 
ritories open—particularly strong representation 
desired in Florida and California areas. Send 
resume listing lines now handled and territory 
covered to: . Goodman, EMSCO Edger- 
Trimmer Div., P.O. Box 14446, Houston 21, 
exas. 


SALESMEN — following amongst hardware 
trade to represent leading plumbing supply job- 
ber. Line tailor-made for hardware trade. ull 
or side line, High commission. We issue catalogs. 
Territories open—Chambersburg, Pa., ltoona, 
Pa., North and South Carolina, and Syracuse, 
N. Y. Give full details in first letter. Box H-35 

c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia a, Fa. 











SALES ae the ES for amazing 
LOXEM SAFETY LOC The only inside 
SAFETY LOCK that i cannot open from 
the outside. Provides positive protection, even 
after the door glass is broken. Easily added to 
any door, even windows. Liberal commissions: 
State territories covered. LOXEM MFG. CO., 
481 Main St., New Rochelle sy Se 4 


REPRESENTATIVES WANTED: Superior 
line of maple countertops, counter inserts, and 
home cutting blocks. Also beautifully designed 
solid mahogany and solid walnut wall shelves 
which hang in one minute without screws or 
visible oe Med Now selling to Hardware and 
Housewares Departments, Lumber Dealers and 
Kitchen Cabinet Shops. University Instruments 
Co., 329 Main Street, Wakefield, Rhode Island. 


REPRESENTATIVE WANTED THAT 
CALLS ON HARDWARE AND PAINT 
TRADE. Large Chicago manufacturer of com 
oo trade sales paint line has opening for St. 

ouis and adjacent Southern Illinois territory. 
Some established business. Opportunity for 
steady high volume. Advise territory covered and 
lines handled. Box H-46, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 




















PLASTIC 
PAPER 
COTTON 


PAINTERS DROP CLOTHS 


D.C May Ma-Coepe Co 


DurHAM, NortH CAROLINA 








Want more facts? Circle 184, p. 69 








PE 


BRILLIANT 


TUB SEALER 


- PECORA, inc. 


300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 


Want more facts? Circle 


WHITE 


TIeeyrvitaerr 
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USE PECORA’s P.P.P. 


FOR SALES Z00M' 


Homeowners love this easy-to-apply 
tub sealer that stays so brilliant white. 
It’s one of Pecora’s P.P.P.* (Perfect Profit Pair). They 


185, p. 69 


ask for it by name and recommend it tool 





REPRESENTATIVES WANTED 


REPRESENTATIVE WANTED. Some choice 
territories open for representatives calling on 
hardware trade to carry complete line of tool 
handles such as Axe, Pick, Sledge, Hammer, 
Shovel, Hoe, Rake handles and many other types 
of wood turnings. Liberal commission. Box G-14, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa 


MANUFACTURERS’ REPRESENTATIVE 
WANTED BY PIONEERS of Acrylic Exterior 
and Interior Paints, plus complete line of all 
finishes for Industrial and Trade Sales. Florida, 
Georgia, Alabama, South Carolina, North Caro 
lina, Tennessee, Kentucky, Ohio, Western New 
York. For full information, write us giving de- 
tails on background, territory covered, references, 
etc., c/o Sales Manager, Paragon Paint & Varnish 
al 5-49 46th Aven: 1¢, Long Island City l, 


ACCOUNTS WANTED 





Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 
to BOBROW-LEWELL Associates, 814 Broadway, 


New York 3, New York. ORegon 4-4540 


WE GET RESULTS 











ESTABLISHED MANUFAC TURERS' 
RESENTATIVE can give effective 
coverage to one additional volume 
Hardware and Mill Supply 
and South Carolina, Vv irginia, 
Maryland and Washington, D. C 
Harpware Ace, Chestnut & 56th 
phia 39, Pa. 


REP 
oncentrated 
ses with the 
Jobbers in North 
West Virginia, 
Box H 48, c/o 
Sts., Philadel- 


REPRESENTATION 


1an becoming agent. 


ACTIVE SALES 
Experienced company n 
dren's appetites ss full eftort, 
coverage for your products. Top 
Draw vs cotninloion initially. Pa., Md., Del., 
D. Southern N. | Interview during Nat. 
Hardware Show, or elsewhere. Box H-39, c/o 
HARDWARE Ace, Chestnut & 56th Sts., Phila- 
de ‘Iphia 39, Pa 


Chil 
maximum 
reterences 


OPEN FOR ‘NEW 


LINES—JOBBER COV 
ERAGE, OHIO & W. 


PENNSYLVANIA. Well 
established with ten years’ good acquaintance 
with jobbers in this territory. Top experience 
and sales know-how with tools, hardware, garden 
supplies. References from the trade and prin- 
cipals. Please write Box H-12, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


SALESMAN—20 


Hardware, 





years selling 
sporting goods, cutlery, 
facturer, jobber and retailer. 
man, wishes 
Western 
education 
ble. 
56th 


experience ; 
to the manu- 
Excellent specialty 
a good line for Eastern Kansas and 
Missouri. Excellent references, good 
and appearance. Financially responsi- 
Box F-51, c/o Harpware Ace, Chestnut & 
Sts., Philadelphia 39, Pa 





REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville. 
We carry the account or you can bill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 











INVESTMENT IN BRAZIL 


WHERE INCOME TAX IS THE LOWEST IN THE 
WORLD. Hardware firm selling stock and building, 
area 3600 sq. ft., worth 250,000 dollars, located in 
the center of Recife, the third largest city in Brazil. 
if uninterested in stock, will sell building for — - 
’ 1 of t 15% 
guaranteed, pilus 20% yearl 
estate. For further details. Write J. 
Box tt, Inglewood, California. 


Lopes, 











AGGRESSIVE, REPUTABLE MANUFAC- 
TURERS’ REPRESENTATIVE open for addi- 
tional Hardware, Housewares or Garden line for 
Metropolitan N. Y.-N. J ave strong, well es- 
tablished following among Hardware, Housewares 
oe Garden Wholesalers, Rack jobbers, Chains 
and Catalog houses. Thorough know-how promot- 
ing, marketing lines for utmost potential. Box 
6 18, c/o Harpware Ace, Chestnut & 56th Sts., 

Philadelphia 39, Pa. 


New York, North 
Box H-37, c/o 
56th Sts., Philadel- 


SALES SICK Metropolitan 
New Jersey. Write at once. 
Harpware Ace, Chestnut & 
phia 39, Pa. 


MANUFACTURER’S REPRESENTATIVE 
CALLING on the larger hardware, lumber and 
paint wholesalers in Texas, Oklahoma and Louis- 
lana seeking an additional line. Best of refer 
ences. Box H-44, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


SALES RESULTS? We 
concentrate in Michigan, 
ana Will handle two additional lines—only 
highest grade considered. Write Box A-10. c/o 
Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


BUSINESS OPPORTUNITIES 


HARDWARE SECONDS 
For sale by mfr. 
TOWEL BARS, SOAP HOLDERS, PAPER HOLDERS. 
CHROME PLATED. SLIGHT IMPERFECTIONS. 
Close out prices. 


Cal Engineering Co. 
5407'/o Via Corona, Los Angeles 22, Calif. 


them 


Indi- 


WANT 


bec iuse we 


get 
Ohio, 











TO BUY or SELL 
A HARDWARE BUSINESS 
Call or Write 
DAVID JARET CORP. 
150 Montague St. Brooklyn, N. Y. 
ULster 2-5600 Est. 37 Yrs. 


America's Leading Business Broker 











over 
South Central Illinois. 
Will reduce stock to suit. Owner 

Building for sale or lease. Inquire 
c/o Harpware Ace, Chestnut & 56th 
Philadelphia 39, Pa. 


FOR SALE Hardware store established 
50 years in County Seat, 
Fixtures $3000. 
must retire. 
Box H-21, 
Sts., 





BELIEVE IT OR NOT! For less than $.05 
each you can buy as few as three dozen brass 
re blanks beautifully embossed with your name 
and address in permanent raised letters. Write 
today for free bulletin #858 HAZELTON 
CHAIN CO. (manufacturers of key blanks and 
sash chain), 81 Kemble St., Roxbury 19, Mass. 


HELP WANTED 


SALES MANAGER—For ong established 
Brooklyn Jobber—Also call on chain stores. Good 
opportunity for live wire man. Box H-42, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


POSITIONS WANTED 


ADVERTISING, SALES PROMOTION 
MANAGER. Proficient in direct mail, mail or- 
der. Experienced in space and trade paper ad- 
vertising, copy, layout, catalogs, production. Spe 
cialist in compiling, analyzing ‘records, statistics. 
Handle correspondence, inquiries. Supervise 
clerical, order employees. Skilled in list mainten- 
ance, agency liaison. Will relocate. Currently 
employed. Box H-43, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


~ EXPERIE NCED HARDWARE M AN, “with 
sixteen years of both retail and wholesale back- 
ground desires change with Nationally known 
manufacturer or wholesale jobber. Former Re 
tail Manager and buyer, excellent references, 
resume upon request. Will relocate, West Coast 
Florida preferred. Box H-34, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 


BUILDERS HARDWARE MAN DESIRES 
TO GET on as Territory Rep. for a manufacturer. 
28 years old, single. Have been bidding for old 
firm in West. Desire to get with progressive mfg 
with a future in Western territory. Box H-38, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia — 39, Pa. 


~ HARDWARE MAN WITH 28 YE ARS of of 
wholesale and retail experience. Ability to act in 
administrative capacity in either wholesale or re- 
tail hardware. ox D-17, c/o Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


MANUFACTURERS REPRESENTATIV E 
JOB DESIRED. Fifteen years experience as 
manager, buyer, and outside contact man for an 
industrial and builders supply company, servicing 
builders, commercial institutions, schools, indus- 
trial firms, and government agencies. Age 42. 
Financial and character references furnished. 
Box H-40, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 
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BOOM SALES WITH PECORA’ 


ae Os 


Customers reach for Red Devil spouted cartridges, Wi 

one of Pecora's P.P.P.* (Perfect Profit Pair)... 

Through the years homeowners everywhere have demanded 
and rated it the top calking compound. Order yours today. 


PECORA, 


300-400 W. Sedgley Ave., Phila. 40, Pa. 
Want more facts? Circle 185, p. 69 








INC. 
® Garland, Texas 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 
not as a part of the advertising contract. Every care is 


taken to index correctly. No allowance will be made for | 


errors or failure to insert. 


Add Sales Co. 
Ajax Wire Specialty Co. ........ 
Aluminum Co. of America 
Market Makers Program 
Aluminum Co. of America 
Pigment Div. 
American Chain Div. 
American Chain & Cable Co.... 
American Hardware Corp. 
Safe Padlock Div. 
Ames Co., O 
Animal Trap 
Armco Steel Corp. 
Sheffield Div. - 
Atlas Tool & Mfg. Co............ 


Bernz Co., Inc., Otfo............ 
Black & Decker Mfg. Co 
Brearley Co. 


Calbar, Inc. 

Carter Industries 

Champion Brass Mfg. Co 
Champion DeArment Tool Co..... 
Columbian Rope Co. . 
Connecticut Valley Mfg. Co....... 
Coughlan Co., G. N. 

Crescent Tool Co. 





D 


| Delta Power Tool Div. 


Rockwell Mfg. Co. ............ 
Desmond-Stephan Mfg. Co. 
DeWitt Products Co. et 
—" de Nemours & Co., Inc.., 

Paints 


RS OI oie as aun cowie 
Fuller Tool Co., : 


Gardex, Inc. 

Gibson-Homans Co. 

Se eee een yee 
Gries Reproducer Corp. ........ 


Hahn, Inc. 

Hankscraft Co. 

Hindley Mfg. Co. 

Hoppe Co., Frank A. ........ we 
Howard Hardware Products Co... 
Pe EE, ES knctduandsesncensee 


J 


| Jefferson Screw Corp. 





| Olin Mathieson Chemical Corp 


| Pecora, Inc. 


L 


| Larson Co., Charles O. ......... 116 


Liberty Distributors, Inc. ........ 98 
Libbey, Owens, Ford Glass Co. 
Window Glass Div. dee ee 
Lufkin Rule Co. 


Macklanburg-Duncan Co. ........ 
Marshalitown Trowel Co. 
May Ma-Crepe Co., D. C. ...... 
Mayes Bros. Tool Mfg. Co 
McGill Metal Products Co. 
Miami Cabinet Div. 

Philip Carey Mfg. Co. 
Miller Co., Inc., Robert E. a 
Minnesota Mining & Mfg. Co.... 
Moto-Mower, Inc. ....... 


N 


| National Hardware Show 
| National Mfg. Co. .. 

| National Metal Produc 

| North & Judd Mfg. Co. 


2) 


Winchester Western Div. 20-21 


| Off Ceo., Philip S$. ...... cakaie? wee 
8 | Owens-Corning Fiberglas Corp. 


Home Building Products Div. .. 28 


.. 114-115 
Pioneer Gen-E-Motor Corp. ...... (3 
Portable Electric Tools, Inc. ....22-23 


| Puritan Cordage Mills, Inc. ..... 80 


Red Devil Tools 


| Red Head Brand Co. 


Drybak Div. 


| Red Jacket Mfg. Co. .... 
| Ridge Tool Co. ..... 
Rival Mfg. Co. ... 


| Rockwell Mfg. Co. 


Delta Power Tool Div... 
Royal Electric Corp. ......... . 
Rubbermaid, Inc. 


Safe Padlock Div. 

American Hardware Corp. 
Safety Plug Lock Corp 
Saevegran Co. ........... 
Screw & Bolt Corp. of America 
Sheffield Div. 

Armco Steel Corp. 
Southern Screw Co. 
Standard Screw Co. 
Star Key & Lock Mfg. Co. 
Star Metal Products Co. 
Swan Rubber Co. ..... 
Swingline, Inc. 


Tap-A-Line Mfg. Co. 
Tate Co., E. H. 

Toro Mfg. Corp. 

True Temper Corp. i 
Tryon Co., Edward K. 


U 


Union Carbide Consumer Products 
o., Division of Union Carbide 
Corp. "Prestone"’ 


97. 103. 


Washburn Co. _ 

Wisconsin Alumni Research Foun- 
dation .. 7" 

Woodhill Chemical Co — 

Worthington Co., George , a 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 


Zinsser Co., 





CHAS. O. LARSON CO. 


Sterling 
Titties 





The Snow White Plastic In A Tube 
TUB ano TILE CAULK 


DE WITT PRODUCTS CO. 
5868 PLUMER ST. DETROIT 9, MICH 


SEE US AT THE NATIONAL HARDWARE SHOW, WN. Y. OCT. 10-14, BOOTH M34 
Want more facts? Circle 188, p. 69 








Genuine 
Original 


One Set of 4 
on a 3-Color Card 
6 SIZES: &%&", %", I", 
11716", 14", A". 





Ask your Jobber or write— 


Wonderful for all WOOD and METAL Furniture 


Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


Colorful . . . Eye-Catching. Sells on Sight 


Contains | doz. cards of either %"', 
needle point nail. Case hardened steel, burnished nickel plated mirror 


finish. 


Both Container and Cards in 3 COLORS 
ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


"or I" DOMES. DOMES have 
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CHAN yg; LOCK 


Hundreds of thousands of tool users 
buy this ae ei year... 


*K 


\ % 


DO THEY BUY II 


FROM YOU? = rs 








Every year, hundreds of thousands of 
tool users... including your customers 
.. lay their money on the line for the 
Channellock No. 420. They say no other plier 
does so many jobs so well. That’s why it will 
pay you to stock it... catalog it... display it 
up front. You'll like the fast turnover and the 
extra profits of America’s fastest selling plier. Send 
for our new Catalog. 


CHAMPION DeARMENT TOOL COMPANY - MEADVILLE, PENNSYLVANIA 


— EASIER fy STOCK = ONE LINE OF PLIERS. 


. 2 


J A AV Wf 
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IT’S PROFIT-WISE TO STOCK THE GENUINE CHANNELLOCK LINE 





